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izable. According to a survey made in the Spring of 1941 by 
Frigidaire (see ELECTRICAL MERCHANDISING last month) 
nearly one third of the refrigerator sales made at that time 
were for replacement, and of this percentage two thirds were 
traded-in with the dealer against purchase, the balance being 
lisposed of by personal sale by the owner, by retention for use 
as a second-hand refrigerator, given away or otherwise dis- 
posed of. This trade-in percentage is 21.8 percent of total 
sales, which checks closely with dealer surveys made by 
ELECTRICAL MERCHANDISING on the question of trade-ins. 
Applying the trade-in percentage to 1941 unit sales gives a 
volume of traded-in units for 1941 of 763,350 refrigerators. 

A study which ELectricAL MERCHANDISING made in this 
month of February indicates that the great proportion of the 
1941 trade-in business was carried over into 1942, disclosing 
a large amount of second-hand merchandise in dealers hands, 
awaiting reconditioning and sale. Dealers reporting to us in 
the current survey gave the following expected disposition 
of this volume of second-hand goods: 


tniTs DEALERS SAY THEY EXPECT TO: 


590,833 Recondition and resell................ 77.4% 
54,962 ee ve nvesews 7.2% 
117,555 Junk or otherwise dispose of........... 15.4% 


763.350 Total trade-ins 


One very interesting element in these disposition figures is 
the change they disclose from a similar study made in 1939. 
Compared to our 1939 study the percentage to be sold “as is” 
has declined drastically, and the percentage of recondition and 
resell has risen. The junk percentage has also declined, but 
to a smaller degree. This is perfectly logical and checks with the 
information we have received direct from dealers in discussing 
this problem with them. 

In the booming markets of 1940-41 there was less disposition 
on the part of dealers to recondition refrigerators before resale. 
Dealer interest then was in the handling of new refrigerators, 
and they were not setting themselves up to do reconditioning 
jobs. Today they realize that reconditioning, even if it is only 
a paint spray, will bring a better price. I had a dealer, not long 
ago, explain it to me in this way: 

He handles one of the leading hermetic lines and had up 
until late 1941 a service man trained in the factory service 
school which he described as a “tire changer” not a service 
man. This man replaced the hermetic unit with another one 
and packed and crated the defective hermetic unit for shipment 
to the nearest factory service station; he had no experience in 
repairing or putting back into good working condition the old 
open compressor types. And in consequence, many traded-in 
open compressor refrigerators were junked or sold for small 
sums because this dealer’s service man was not experienced in 
putting them back into condition. So, my dealer friend fires the 
“tire changer” and hires an all-round mechanic who can 
repair almost any type of refrigerator and will therefore be 
able to recondition and resell at good prices a large part of 
the old type refrigerators that he took in for trade last year. 

This second-hand business may call for some change of 
mind and method on the part of the dealer. He is going to 
have to make his own prices instead of selling at manufac- 
turers suggested retail prices; he is going to have to watch 
his expenses and his costs very closely; he is going to have 
to be a good trader. 


March - 1942 


Second-hand 
Washers 


T the time of writing there is no freezing order or stop 
order yet applied to washing machines. Quotas have been 
extended to March 15, but many men familiar with the proce- 
dure of WPB thinks that this indicates that on or before that 
date some new order embodying further restrictions will be 
issued. So that the second-hand washer also assumes an 
importance greater than it has in the past, and it is instructive 
to make some calculations on the probable supply of these 
washers suitable for reconditioning and resale. 

As with refrigerators, our information shows that more 
washers that have been traded-in will now be reconditioned 
and fewer will be resold “as is” than in past years. Our 
February 1942 study shows the percentage of washers which 
dealers expect to recondition and resell rising, to 71.8 percent 
of the totals; and resale “as is” classification drops to only 
5 percent. The total number of traded-in washing machines, 
according to our best calculation, aggregated a total of 854,120 
in 1941. The disposition as anticipated by dealers will be as 
follows: 


UNITS DEALERS SAY THEY EXPECT TO: 


613,258 Recondition and resell................ 71.8% 
42,706 NI, Ts cas op wits os oS abe W418 ae 5.0% 
198,120 sr a ar ie ain. rk aca Sand at anv ane 23.2% 
854,120 I in ck caeandes eeoet Nes 100% 


This is a fair quantity of merchandise, especially when 
added to the good inventories of new washers which dealers 
now hold. 


And Vacuum Cleaners 


ACUUM cleaners also offer an excellent opportunity for 

repair and rebuilding. The rebuilt vacuum cleaner has for 
years enjoyed an excellent acceptance and market. And many 
dealers are familiar with the methods of handling this oppor- 
tunity. One of the vacuum cleaner manufacturers in past 
months has developed an excellent merchandising plan for 
repairing and rebuilding vacuum cleaners. And from all 
accounts, dealers have been highly responsive to this leader- 
ship. 

This whole matter of service, repair and reconditioning is 
rapidly developing as a hopeful and helpful program for the 
trade. We are devoting a good deal of space in this issue to 
the problem, and will devote more space in future issues. 
Associations, electrical leagues, utilities, are building up their 
programs which are not only in the interest of the appliance 
dealer as offering a chance for continuing business, but which 
is very much in the interest of the public and discharges our 
great responsibility to the country and its well being. 
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Delegates at General Electric’s Retail Development League Open Forum meeting in New York enjoyed 
three days of spirited, sincere, and informative discussion last Jan. 26, 27, and 28. 


BOUT THE FIRST OF FEBRUARY, from every corner of the country, these 
A retailers of General Electric appliances came to hear the facts. They 
received last minute reports on developments at Washington . . . probable 
further curtailment of production, possible “freezing’’ of stocks and even com- 
plete stoppage of production on some lines. All in all, it wasn’t a very rosy picture. 


But in the face of known facts and unfavorable conjectures, feelings were 
far from pessimistic. Most Dealers said: “We'll stick with the appliance 
business.” It will mean handling additional types of merchandise, operating 
with a skeleton staff, increased emphasis on service, and such other expediencies 
as individual conditions and ingenuity dictate. 


NOTE: Since the above statement was written some of the adverse predictions 
made at these meetings have already come true. This does not, however, 
affect the broad advertising and service policy of the General Electric 
Company nor, we believe, the spirit of the retailers of its appliances. 
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Chicago R. D. L. meeting Feb. 2, 3, and 4. Many helpful suggestions were received equally enthusiastically 
by both the attending delegates and General Electric. 





...and the Future. to 


But it «:. means keeping good will and maintaining the Dealer’s name 
before the | uolic as the local headquarters for electric appliances... the place 
where people will go to buy the appliances they’ve been wanting when things 
get back to normal. 

General Electric plans, through continued national advertising, to keep alive 
Mrs. America’s interest in electric appliances and what they can do for her. 
And, of course, the basic structure of G-E’s services to its retailers and the 
public will also be maintained. 


General Electric, too, is facing the facts . . . and the future. 


GENERAL @ ELECTRIC 
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OLLOWING the 


history-mak- 
ing Roberts reports on the Pearl 
Harb debacle, the 


who headed the 


eminent 
President’s fact- 
made some perti- 


jurist 
finding commiss 

nent remarks to tl 
in effect, indicted a large section of the 
public for their attitude of 


newspapers which, 





“unwar- 
ranted smugness and complacency”—a 
state of he pointed out, which 





may have been a contributing factor to 
the appalling state of our defenses in 
the Pacific 

It may be a far cry from Pearl 
Harbor to a discussion of the electrical 
appliance business and its immediate 
future in a country girding for total 
war. But all the evidence that this 
magazine has been able to marshall 
in the past few weeks would seem to 


point to a similar condition of smug- 
ness and complacency in the ranks of 
the thousands of appliance retailers. 
Certainly the stringent priority rul- 
ings and allocations of materials which 
the government have 


forced upon the manufacturers of all 


successively 


types of consumer’s goods would ap- 
pear to be sufficient w: 


t 





ng that no 

is being 
indulged in. And yet, until the “freez- 
ing’ order had been issued to the auto- 


motive 


favoritism or monkey-business 


attitude of 
mystical unbelief pervaded both the 
nad | 


industry, a similar 

listributing ends 
ry. The awakenins 
explosive qua 





because adequate preparation, on the 

part of those affected, to heed the 

warning handwriting on the wall, had 

bee rtually non-existent. “Business 
| " P 


lespite the impending evi- 


dence to the contrary, remained the 
s] <a 

Part of the complacency of the auto 
makers and sellers arose naturally from 
the fact that, in the year which was 


rapidly drawing to a close, they had 
sold more units of cars and trucks than 


ever before in their history. Orders 
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had come forth limiting production but 
the fact remained that cars were avail- 
able even if not in sufficient quantities 
to result in swollen inventories. 

rhe parallel condition which exists 
in the electrical appliance industry is 
too close for comfort. 





Appliances Had Biggest Year, 





Too 
The industry just completed one 
of its greatest years from a sales 


volume standpoint. We sold approxi- 
mately 3,500,000 electric refrigerators, 
nearly 2,000,000 washers, over a 
quarter-million ironers, a _ million 
ranges and water heaters, two million 
vacuum cleaners and close to 14,000,- 
000 radio sets. In addition, there were 
nearly 25,000,000 small appliances— 
irons, clocks, fans, toasters, 
waffle-irons shavers, 


mixers, 
etc. sold. 

lo be sure, orders curtailing appli- 
ance production have also come forth: 
freezing refrigerator production, fur- 
ther cutting washers and cleaners and 


stopping radio production. Apart 
from those direct orders, alloca- 
tion of strategic raw materials widely 


used in appliance manufacture—alumi- 
mum, nickel, chrome, magnesium, rub- 
ber, copper and brass, steel—have had 
a strangling effect on manufacturing 
except in those cases where substitute 
materials could be found to replace 
them. True, too, that we went during 
tter half of 1941 from a buyers’ 
to a sellers’ market—due partly to the 
uprecedented buying wave which had 
already taken place and partly to the 
limitations the government placed on 
instalment credit terms. 








Same Old Abuses Going On 





3ut the fact remains that, with some 
notable exceptions, there seems to be 
little awareness or appreciation on the 
part of dealers generally of the grow- 


. 


ing seriousness of the situation. Few 
seem to be adjusting their businesses 
from an economy of plenty, as far as 
merchandise is concerned, to one of 
scarcity. One does not have to look 
very far to find the evidence. 

Despite the fact that the public real- 
ize that supplies of electrical appliances 
are going to get scarcer and scarcer as 
the months roll on, dealers are still 
cutting prices, indulging in “loss- 
leader” advertising and playing along 
with large-scale discount buyers in the 
industrial credit unions. Trade-in 
allowances are still being flagrantly 
abused as a competitive wedge to a 
sale. Dealer sales forces are still being 
maintained at close to the level of 
normal volume operations. Service 
operations, equipment and personnel 
have shown little tendency to expand. 
All this in the face, too, of constantly 
decreasing promotional, advertising 
and sales effort on the part of the local 
power companies, the withdrawal of 
wiring allowances and_ salesmen’s 
bonuses and the virtual stoppage of 
customary market-building activities. 
Add to that the drastic curtailment of 
manufacturer’s national consumer ad- 
vertising and, even for the present 
times, it is difficult to understand the 
comparitively mild attitude dealers are 
evincing in the face of a threat to their 
business existence. 





The Inventory Situation 





Undoubtedly, one of the contributing 
factors to this complacent state of mind 
is the obvious and immediate solace 
derived from large inventories. Manu- 
facturer’s shipments during 1941 were 
not on a record scale only for the 
reason that the public were rushing in 
to buy; impressive amounts of this 
merchandise was in the process of 
being tucked away in cellars and back 
rooms and warehouses. Many dealers 
have been buying all they could lay 
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their hands on since last April; others 
have been gradually acquiring an in- 
ventory throughout the year where, in 
the past, they had been content with 
half-a-dozen floor models as a basis for 
their activities. But the state of mind 
which induced dealers—sometimes for 
the first time in their business experi- 
ence—to lay up reserve stocks of appli- 
ances does not appear to have been 
maintained in a very thoughtful man- 
ner once their establishments were 
jammed to the doors with goods. 
Interviews with scores of dealers in 
a spot check in two-important cities, 
revealed that the average dealer had 
about a three-months inventory on 
hand at the normal rate of business— 
i.e. 1941. With the rate of sale slowed 
considerably from the last quarter of 
1941 onward, that estimate might be 
presumed to be stretched to four 
months. There were dealers, on the 
other hand who did not have over a 
30-day supply and, conversely some 
who, on their own careful reckoning 
felt secure for as much as nine months. 
These were dealers who had filled their 
own and neighboring basements and 
even hired warehouse space to accom- 
modate their increasing stocks. And 
yet this very plenty is a cause for con- 
cern. As one dealer expressed it: 
“Tf a freezing order came through 
on refrigerators, I’d have a nice lot of 
monuments for the local graveyard!” 
Another corollary of the existence 
of large inventories (which disturb 
those dealers unaccustomed to having 
a large proportion of their capital tied 
up in stock) is the continuation of 
those abuses which a growing scarcity 
in the production of appliances might 
reasonably be expected to put a stop 
to-price-cutting, chiseling, bloated 
trade-in allowances, discount selling 
and “distress” merchandise advertising. 
If ever a time was ripe to put an end 
to these practices, to help dealers con- 
serve their resources and to assure the 
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Appliance Dealer. 


receipt of an honest dollar profit from 
an honest dollar’s worth of merchan- 
dise, that time is now. Fortunately, 
the chief chiselers remain those fringe 
dealers who were never able to operate 
except on a price basis. Well-estab- 
lished dealers with the bigger inven- 
tories are making sure that they get 
their proper return on the goods they 
sell. 





Some Suggested Remedies 





This article is not intended as a 
doleful recitation of some of the 
troubles besetting the independent ap- 
pliance retailer. We see no reason for 
a counsel of despair. Rather, it is in- 
tended to stimulate the thinking of a 
large group of responsible business 
men who, for a variety of reasons, may 
have been cajoled into a false sense of 
security through the fact that they 
have good inventories on hand, that 
some additional deliveries are still 
coming through, that the public con- 
tinue to buy and that their distributors 
will continue to “Take care of them.” 
The very resourcefulness which has 
characterized the specialty appliance 
selling business, it is felt, will provide 
some way out of the dilemna of shrink- 
ing stocks, production stoppages, etc. 
The writer has even been assured that 
the war won’t last three months; that 
the country is so full of surplus stocks 
of raw materials that the government 
will beg appliance manufacturers to 
take the sutff off their hands and re- 
sume full production; and that the 
manufacturers actually have over a 
year’s supply of fabricated merchandise 
secretly cached in warehouses wishful 
thinking. 

Those dealers whose capital and 
livelihood and experience is irrevoc- 
ably tied up in a business with which 
they have been identified for years, are 
looking at the facts and getting ready 
for the worst. 


By 


Laurence Wray 


an 


STRAIGHT THINKING AND SHREWD PLANNING ARE GO- 
ING TO BE NEEDED IN THE MONTHS TO COME IF THE 
DEALER 1S TO PRESERVE HIS IDENTITY AND HIS BUSINESS 





Service, for Instance 





If they do some contracting and wir- 
ing business or if they operate a serv- 
ice department in conjunction with 
their retail operation, they have al- 
ready laid the groundwork for expand- 
ing that part of their business. The 
contractor is seeing to it that he gets 
his share of defense wiring jobs. And 
the dealer with the service department 
has added one or two new men, care- 
fully picked and adequately paid, before 
they are snapped up by the multitudin- 
ous defense industries which dot the 
country. 

He knows that, with the growing 
scarcity of new appliances to sell, that 
people are going to make their old ones 
last longer and are going to be willing 
to spend some money to see that they 
are kept in good running order. He 
knows that there should be no critical 
shortage of parts for repair work and 
that to identify himself in his com- 
munity as headquarters for the repair 
and maintenance of all types of elec- 
trical appliances will put him in a pre- 
ferred position to ride out the war 
emergency for the duration. He knows 
that the preservation of his identity for 
that duration will mean that he is go- 
ing to be the fair-haired boy when the 
tremendous resurgence of producing 
and buying consumer’s goods take 
place again. 





And Trimming Overhead 





In addition, the smart dealer is trim- 
ming his operating expenses in antici- 
pation of reduced volume. Many deal- 
ers are setting their sights on a basis 
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of a 1942 volume of approximately 50 
per cent of their 1941 business. That 
means letting one or two salesmen go 
and making it possible for the re- 
mainder to make a decent living out of 
the available business. He is examin- 
ing his store location and present 
rental with a view to getting along for 
the duration in smaller quarters. One 
dealer, with a five-year lease just 
terminating, which called for a monthly 
rental of $400 is negotiating with the 
landlord for either half of his present 
space or a rental approximately three 
per cent of the gross business he does. 
Failing that, he is ready to move into 
a new store at a $65 a month rental. 
Another dealer, also faced with the 
renewal of a five year lease at $200 a 
month has proposed signing on a slid- 
ing-scale basis depending on the 
amount of business he will be able to 
garner in 1942. 





...And Allied Lines 





These thinking dealers are doing 
other things, too. They are keeping a 
close watch on their credit reputation 
because they know that distributors 
have already begun to slash those who 
have been poor risks or have been in- 
clined to be slow in the past. With so 
much merchandise to go ’round, dis- 
tributors are parcelling it out to fav- 
ored accounts—both from a credit and 
a line-loyalty point of view. 

These dealers are analyzing the pos- 
sibilities in new or allied lines. If they 
have not active in kitchen 
modernization, for instance, they are 
discovering that there is no acute 
shortage in the kitchen cabinet busi- 
ness. If they had only given a passing 


been 


thought to the mushrooming fluores- 
cent lighting business or believed that 
they did not fit into the picture, they 
are discovering that General Electric, 
Westinghouse and Hygrade-Sylvania 
are actively seeking worthwhile dealer 
outlets to stock and service replace- 
ment fluorescent lamps. They are look- 
ing into furniture and linoleum, paints, 
giftware, gas ranges, oil space heaters, 
bicycles, luggage, floor coverings and 
the like. Some have taken on guns 
and sporting goods. Some major ap- 
pliance specialists are finding that 
there is a healthy over-the-counter 
dollar to be earned in heating appli- 
ances, electric razors, flashlights and 
even crockery. 

These dealers are evincing a more 
than usual interest in traded-in and 
used washers, refrigerators and ranges. 
Two such dealers interviewed had pur- 
chased and were putting into saleable 
condition 150 and 100 washing ma- 
chines respectively. That’s putting the 
emphasis where it is important because 
those re-conditioned washers are going 
to have a definite market value in the 
months to come. 

The distressing fact of this whole 
situation is that these dealers cited are 
very much in the minority. They are 
the one-third who have weathered 
storms and depressions before and can 
recognize the signs of another ap- 
proaching. They are not complacent 
and “Business as Usual” is not their 
slogan. To those dealers who would 
emulate them, ELECTRICAL MER- 
CHANDISING intends to bring such 
practical advice and useful information 
in the months to come as will help 
strengthen their hands and see them 
through this emergency period 
stronger than when they entered it. 
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More on new lines the dealer can - 


sell to help diversify his business 





1 (SPRAY) This old gadget usually interests the husband most because it gets him 
out of his job of washing dishes, says Mr. Sartoris. Modern technique is to spray 
them and not wipe. 


HOW TO DEMONSTRATE A SINK 





ur p e1 1€ 
é fror g \ By d -mail, by telephone calls, 
be 33,50 $10,006 Pw ying your eyes open when you 
th ike 1S¢ k l ther appliances you can get a 
ink prospects that are ready to 
Then when you induce then 
pairs on the to come to your store, the demonstra- 
id sink, wl normally a tip-off tion is ready to begin. Most dealers 
to the plumber on the job A sink stock sinks in islands, four in all, usu- 
stopping up wil ceve a womat illy 42, 48, 54 and 66 in. in size. Here 
isly the way Ed Sartoris presents the 2 (STRAINER) People don't use dishpans any more. This strainer permits you to fill T0 
(nyt n the kitchen will tory on Youngstown (YPS) sinks up the bowl with suds and when you are ready a half turn will drain it immediately. 


°= ——_ —_ 
aie babii) 11) F | 


pets 





(SOAP CHIP BASKET) Note what a convenient 


(HEIGHT) Old time sinks ran anywhere from 28 to 
3 4 place to keep soap—no stooping there, either—and 


32 in. 
bending and stoop positions. Note how the 36 in 


(SLIDING SHELF) Who likes to stoop and peer 5 
hunting for things—particularly if she is all dressed 


Working with them meant a lot of back 
A modern sink has three 





height,—which is standard—is easier. Also see how 
the recessed knee space permits you to stand close. 
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up? This sliding shelf slips right out with your mixer 
or pots or pans and you can pull out the one you 
want without a lot of back-breaking stooping. 


MARCH, 


look at the storage space. 
times as much storage space as the average refrig- 
erator. It gives you as much extra room as a pantry. 
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6 (SLIDING BOARD) Every kitchen has got to have a board to cut cabbage on, 


and the like. 


Here it is all ready for all sorts of slicing and the edge of your 


knife won't get dull. You may attach a food chopper if you want to. 


IZATION.... 





7 (BREAD BOX) Ever think how awkward it is to keep a loaf of bread or a cake 


from drying out. 


Look at this out of sight, covered box here. Also note how the 


bottoms of drawers are lined with linoleum—so cutlery won't clatter. 








WOODEN CABINETS LESS LIKELY 
TO BE AFFECTED BY WARTIME PRIORITIES 


ECAUSE furniture has been a 

part of home life since the year ! 
people are much more familiar with 
vood construction than anything else. 
\t the present time wood construction 
is less likely to be disturbed by war 


priorities than the steel product. 

The fly in the ointment with wood 
has been the struggle responsible 
manufacturers have had to overcome 
the black eye given this equipment by 
the little millwork houses which turn 


Wood cabinets easy to install. Tapping with a hammer permits a workman to locate and 
mark all of the studding of the kitchen wall. He next marks the cabinets to correspond 


with the studding. 








te 
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Thereafter it becomes a simple matter to drill two or three holes in the back of each 
cabinet unit at the stud marking. Upsy daisy you lift the cabinet section in place. 





< 


out something which outwardly re- 
semble first class cabinets and yet is 
heir to all the ills of jerry built furni- 
ture. 

Fortunately there are firms in this 
country which build kitchen cabinets 
and bases like fine furniture. Their 
product differs as much from the mill- 
work variety as fine furniture differs 
from borax. Because their product is 
not price merchandise it calls for sell- 
ing—has to be explained to be appre 
ciated. For example, marine door con- 





The bolts connect with the studding immediately. 


struction—such as found on ships—has 


a 7-ply hardwood back and face con- 


struction that assures well fitting, 


smooth swinging doors, resistant to 
warping and swelling 


pinches in 


This type never 
summer nor is loose in 
winter. The same studiness is built 
into other parts of kitchen furniture, 
but are not always visible to the eye 
unless pointed out. 

Because working with wood is a 
ccupation the simplicity of 
] 


familiar 


istallation is readily understoo 
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He arrives all neat and clean with a small kit 


of tools. Big jobs are not repaired in the house. 





and BUTTER 











HERE'S THE WAY A REAL SERVICE MAN OPERATES 


He spread out his tools on a cloth so as to 
avoid soiling the floor. 


This impresses women. 








Steady flow of business, cash on the 
barrel head orders, offer wartime 
profit possibilities, Westinghouse feels 


By Tom F. Blackburn 


. 9 { nce repairs offered an oppor 
t | < ut is tunitv that would permit the electrical 
k t hat part h dealer to survive and even prosper 
plaved that tit lict luring the war period was L. K. Bax 
[ survived replied ter, service manager, merchandising 
\gain we ra chao s Westinghouse Electric & 
ind t leclarat that Fr ‘ i Mi ( Mansfield, Ohio 
ems g la ct il dealers \ new conception of service must 
to surviv } t is dailv becoming ve had bv the dealer,” he points out 
vious that teady flow of appl In the past the dealer service depart 
tt b ntained. and cash ment | ‘iten been operated to carry 
enu ust i \ it guarantees, create good will, and 
The “unimportant ervic prospects to the sale force. It has 
lepartment can produce it he soiled been looked on as an _ unprofitable 
ianded service 1 , t] bov of the necessary evil. Today the service de 
yur The tail bout to wag the partment must be put on a paying 
vo ! basis Dealers should work to that 
| tl t 1 ) 1 imr ediately.” 
keeping appliance: perating it uw Firms not set up for such a depart 
26,959,000 wired homes and _ fart ment should get busy and establish 
Some 95 5o yt ur families own irot ne, Mi saxter thinks. First of all, 
72% refrigerat 623 lectric and 3.7 e suggests, a dealer should figure out 
gas washe¢ 59.4 toast $9.7 ’ t at hie expect in the way 
and so or the list lo keep t repair business \ house to hous« 
t unning off profitable rep urvey urse, gives you the exact 
yu that tt levelope nu ippliances in your town 
Une ot t t to obs that But vithout that, from figure 
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L. K. BAXTER 


Manager, merchandising division service 
department, Westinghouse, was a small 
Ohio boy who loved to tinker. This 
gave him his ambition and led him into 
the work he now does. 


available, you can make a fairly accu- 
rate estimate. While the national aver- 
ages as published in ELectricaAL Mer- 
CHANDISING not apply exactly 
to your town nevertheless they can 
used for estimating purposes. The 
issue for January, 1942, shows that 


may 
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for every 1,000 wired homes there are 
720 electric refrigerators installed 
630 electric washers 
126 ranges 
497 floor cleaners 
70 ironers 
955 electric irons 
594 toasters 
363 percolators 
1611 other appliances such as clocks, 
hand cleaners, waffle irons, heat- 
ing pads, hot plates, roasters, etc. 


\ dealer has only to multiply the 
number of territory 
against this to get an idea of how much 
repair work is originating there, ard 
how much his possible share might Le. 
Of course, it must be remembered that 
saturation varies with the vicinity and 
a check with your local utility may 
give you much closer saturation data. 
And obviously the lion’s share of the 
repair business goes to the man who 
goes after it first: 

During the depth of the 1932 de 
pression, the Studebaker Corporation 
made a survey of its automobile deal- 
ers. It was discovered that while 
some profit was made on new cars, 
and a big loss was taken on used 
jalopies, the service department of the 
average garage was the bread and 
butter winner year in and year around. 
Possibly one of the reasons for the suc- 
cess of automobile repair work has 
been the establishment of standard 


meters in his 
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When through, he cleans up the job very care- 
fully, and leaves the place in apple pie order. 














prices for different operations which 
are worked out on an accounting basis 
and insure the garage a profit. 

Realizing that the cost procedure in 
the past was so faulty as to damage 
any service department’s chance of 
success, Mr. Baxter has proceeded to 
set up a list of suggested prices for 
various jobs. Of course, these apply 
to Westinghouse products, but never- 
theless they may be very fair for many 
other competitive items. 


Suggested 
Customer 
Cost 
DOMESTIC IRONS 
Base replacement (except LPC)* $2.00 
Cord . 1.00 
Element and base replacement 
(LPC) . 3.20 
Element replacement (except 
LPC) . 2.20 
Handle grip replacement 65 
Handle replacement (except 
LPC) . 65 
Handle replacement (LPC) 1.25 
Terminal replacement (two) 85 
Thermostat knob replacement .70 
Thermostat replacement 2.20 
*LPC — Westinghouse adjusto- 
matic. 
TAILOR IRONS 
re 1.50 
Base comp. with element & 
thermostat ... . Oe 
Switch replacement . 2.00 
Thermostat replacement 4.50 


PERCOLATORS 


Basket replacement 

Element replacement 
Refinish inside and outside 
Refinish inside only 

Refinish outside only 
Spigot repairs 

Thermostat replacement 
Valve and tube replacement 


ROASTERS 


Cord replacement (oval) 

Cord replacement (rectangular) 
Element replacement (bottom) 
Element replacement (side) 
Pilot lamp replacement 

Side handle replacement (one) 
Thermostat replacement 


TOASTERS 


Cord replacement 
Element replacement 


WAFFLE IRONS 


Cord replacement 

Element replacement (one) 
Grid replacement (one) 
Leads replacement 
Thermostat replacement 


SANDWICH GRILLS 
Coil replacement (one) 
Cord replacement 
Grid replacement 
Handle replacement 
Leads replacement 


COZY GLOWS 


Cord replacement 
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95 
1.10 
1.25 


1.00 


1.50 


Element replacement (1000 
watts) 2.25 
Element replacement (600 and 
800 watts) . 1.25 
WARMING PADS 
General repair 1.50 
HOT PLATES 
Coil replacement (one) 1.15 


Cord replacement, all PH models 1.75 
Cord replacement, CC-3, CC-103 1.50 
Element complete, PH-3, PH-103, 


CC-3, CC-103 1.80 
Element complete, PH-13, PH-33, 
PH-113, PH-133, PH-194.. 2.50 


Element complete, PH-23, PH-123 2.50 
Element complete (Corox) 
PH-174 PH-184 8.85 
Platform replacement PH-3, 
PH-13, PH-103, PH-113, CC-3, 


CC-103 iS acenetin os . 80 
Platform replacement PH-23, 

PH-33, PH-123, PH- 133, 

PH-174, PH-184, PH-194.. 4.30 


Snap switch replacement (I-heat) 3.00 
Snap switch replacement (2-heat) 3.00 
Toggle switch replacement..... 1.10 


It is assumed that the dealer has 
kept records of appliances that are 
“in guarantee” and “out of guarantee.” 
It is ridiculous to attempt to run a 
service department without maintain- 
ing an accurate system. <A 
complete record of each service call 
on every appliance sold is also of 
value. Tactful handling of 
irate customers requires the use of 
such records and they are also useful 
Reproduced 
on following page, is a service order 
form devised by Mr. 
work 
order sheet, invoice, etc. 

Mr. Baxter is a strong advocate of 
bringing service departments out of 
the cellar. “Your store must be iden- 
tified prominently as an electrical ap- 
pliance service shop,” he says. “Use 
all of the identification material you 
can get hold of. Make your 
stand head and shoulders above its 
neighbor for attention getting value.” 

For dealers that are not set up for 
the service department, Mr. Baxter 
comes forward with this suggestion 
for equipment: 


record 


greatest 


to your own service men. 


3axter, which is 


a combination sheet, internal 


store 


GENERAL SHOP EQUIPMENT 
FOR SMALL APPLIANCE REPAIRS* 


| ten-foot repair bench $35.00 
1 small drill press 35.00 
1 set of drills (29 drills in rack) 9.00 
| bench vise 11.00 
| buffer-grinder 45.00 
4 screwdrivers (graduated sizes) 1.80 
1 pair of long nose pliers 95 
| pair of electrician's pliers 1.15 
| small ballpeen hammer 55 
| medium ballpeen hammer .70 

| kit of socket wrenches with tee 
handle 2.00 
4 files assorted 1.40 
| gum paper cutter 4.95 
5 rolls of gum tape. + 2.25 
| wrapping paper rack 3.09 
| roll of 24 in. wrapping paper... 2.00 
1 small oil can.... 50 
| hack saw 1.50 
| hack saw blade 30 
| claw hammer 1.15 
| crescent wrench 1.00 
| flash light 1.00 
| trouble lamp 1.50 
| set of taps and handles. . 10.00 
Soldering equipment... - 5.00 
* Approximate prices. $177.70 


The foregoing does not include spe 
cial tools required for major appli- 
ances. 

That the public is just as interested 
in “Keep ’em running” as the Govern- 
ment is in Keeping Them Flying is a 
fact that lends special impetus to any 
program for building service business. 
Families are particularly interested in 
the care and use of their appliances at 
the present moment, and it is easy to 
get a survey card filled out. An offer 
to repair minor things such as a cord, 
tightening screws and oiling, will gain 
entrance to any home. Mr. Baxter 
suggests after each appliance is ex- 
amined, a sticker should be pasted on 
it telling where to call if service is 
required. 


Make Telephone Solicitation 


Names on cards should be checked 
for initials and address and spelling 
with the local phone book. Cards are 
preferable to a typewritten sheet as it 
permits easier filing and a simple way 
to make changes. A day by day read- 
ing of the newspapers will permit one 
to keep his mailing list and cards up 
to date. 

It is advisable, right now, says’ Mr. 
Baxter, to make a telephone solicita- 
tion of your list of customers on the 
following topics : 


(1) Offer service specials, such as 
an inspection and 
refrigerators. 

(2) Offer to send booklets on the 
care and use of appliances. 


cleaning job on 


Service Must Be 
Sold Like Appliance 


On the basis that people have to 
know about a thing before they will 
patronize it, Mr. Baxter suggests that 
the dealer hold an ‘open house’ for the 
service department. By 
advertising, in mail 


newspaper 
invitations, and 
salesmen and service 
men, the news can be spread abroad 
and it is surprising how many poten- 
tial customers can be induced to make 
an inspection tour of your department. 

It will be found that a great many 
service men over the country know 
the ‘nut and bolts story’, Mr. Baxter 
declares. 


suggestions by 


However, the service men 
are sadly remiss in understanding the 
human equation. 
have too 


Service men cannot 
much drilling in learning 
how to answer the phone, how to listen 
to troubles, how to present their story. 
“In the past,” he “we've been 
thinking of just the product and how 
to install it. Now, with the war on, 
we've got a job just as important— 
that of keeping it running. It’s up to 
the service man to bring in the bread 
and butter for his firm for the dura- 
tion. Service has got to be sold in 
the future as carefully as if it were an 
appliance. The time has arrived’ when 
every town in the country should be 
covered on this essential and as Gen- 
eral Forrest said, “The man who gets 
there ‘fustest’ with the ‘mostest’ will 
be the individual who wins out in this 
cash-on-the-counter business.” 


says, 


(More service material on following page) 
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“Lime Srupy LH sTIMATES 
to aid in figuring major appliance repair prices 


| not f the majo ipp 
ce it t up a list of rec 
it repair prices and say 
H the nsw tor the ent 
t he su t too complex 
| Vages are t ce o Vv 1CK 
work, and you will find the hourly scale 
paid in New York and Chicago quite 
lifferent than that of South Bend 
Still another rate of pay holds good in 
places like Winfield, Kansas. Compli- 
cating the picture 1s the fact that som 
ire repaired in the home, others in 
the shop. Travel throws its shadow 
nto the situat 
Accordingly, when a wel formed 
ig Pre ] t nl ike 
r endatior e felt it should be 
1 a time basis. 
“The dealer himself may not be a 
ervice man,” he said. “But if he 
knows about how much time it takes 


an average workman to do the run of 


i corner 


and must be put on a profit- 


ot -_ 9” 
le Dasis. 


Handling the telephone call 


It is of the utmost importance, says 
to have the telephone call 
In addition 
to getting name, address, and a defi- 
nite time for the call, the telephone 
yperator can learn whether the trouble 
“Does the light in the re- 


this man, 
for service well handled. 


trivial. 
igerator come on?” is a stock ques- 
on. If it does not, chances are that 
he box is not plugged in. When serv- 
ice men call on such a case, the owner 


1 
I 
t 
t 


ilways feels foolish and resents paying 
a charge for so trivial a matter. 

It is interesting to note that our 
mentor does not think it pays to spend 
more than $10 reconditioning an old 
refrigerator. He limiting 
work on motors to new bearings and 


suggests 


ine jobs, he can multiply this by the brushes, and never attempting to ré 
ite paid } munity and com wind. He opposes putting new her- 
pute costs and charg [his should metically sealed units in old boxes, 
I a firm foundation at a time advocates selling these units to cus 
rk is turning stead. 
TIME REQUIREMENTS OF REFRIGERATOR REPAIRS 
Approximate hours of 
OPEN TYPE labor required 
1 Commonest trouble—belts. Time needed to replace, less than 1 hour 
2 Motor. Brushes burned out, or needs cleaning. Job can be 
done in , ...ee Vy hour 
3 Gas leak or compressor trouble. Unit must be pulled. Labor 
time 2 to 3 hours 
4 Expansion valve trouble. Labor required 1 hour 
5 Floattrouble. Labor required 1 hour 
6 Cabinet repairs—new gaskets. Time for job 1 hour 
7 Cabinet repairs—hardware. Time to replace 1 hour 
HERMETICALLY SEALED TYPE 
1 Replacing controls. Time needed for job 1 hour 
2 Removing unit for repairs. Time necessary 1 hour 
3 Cabinet repairs—same as in open type 1 hour 


HOURS LABOR FOR WASHER REPAIRS 


vitat models, these having been on 


1 Commonest cause of service calls—wringer trouble. 
quired to replace rolls or repair wringer gear housing 


2 Motor trouble. 
to fix 
3 Belt trouble. Time to replace 
4 Motor coupling. Time to replace 
5 Tearing clothes. 
by overloading 


6 Water in gearcase, necessitating repacking agitator post. An 
overhaul job, calling for pulling the machine. 


nce the bulk of all service is on 


the market since 1922, discussion here 

is limited to this type. 

Approximate hours of 
labor required 

Time re- 


7 General overhaul (advised if two or more things are wrong). 


Free paint job is included, as well as new rolls. 


work is billed at $15 to $25. 
8 New paint job, time 
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1 hour 
Usually bearings, due to lack of oil. Time 
1 hour 
% hour 
Yo hour 
Mostly educational job. Difficulty caused 
Vo hour 
Time required.. 3 hours 
This type of 
Time required : . See above 
2 hours 


VACUUM CLEANER SERVICE 


Because a vacuum cleaner is easily 
transported, most people bring them 
into the service shop for repairs. Where 
a pick-up is called for, experience 


BRUSH TYPE 


1 Commonest trouble—belt broken. 
2 Brush worn out. 


suggests $1 charge. He advocates an 
$8 charge for a complete overhaul, but 
breaks up time requirements on com- 
mon service items as follows: 


Approximate hours of 


Usually dealers have an exchange arrangement 


for brushes, but this doesn’t pay on wooden ones. Time to 


I nina wars a eel icc aie Gee 
Time to clean......... 
Motor—teplacing brushes. Time needed 
Motor—teplacing bearings. Time. . 
Motor—checking and turning commutator and doing entire 
motor job. Time needed......... 
7 Complete overhaul, including buffing. 


Dirty bag. 


ouaw 


SUCTION TYPE 


1 Replacing fan blades (they can’t be straightened). 
2 Motor troubles. Time required... . 


Reconditioning trade-ins 


All the answers to what it will take 
to put a used vacuum cleaner in re- 
salable condition may be found in the 
foregoing. 

Guarantees 


Any service department doing good 
work can guarantee its product for 


ninety days, on an average. The 


labor required 
Time required to replace.. 5 minutes 
ad : 5 minutes 


aia a aed ; ..+ 10 minutes 


. .5 to 30 minutes 


ae .... 30 minutes 


1 hour 


Time. 3 hours 


Time needed 11% hours 


See above 


chief thing to do is to get a responsi- 
ble man to run the department, and 
not try to have the work done by a kid 
that runs errands and sweeps out. A 
bad service department is worse than 
none at all. Good men today can be 
found in middle aged groups, are usu- 
ally married, and have had experience 
repairing sewing machines or other 
light machinery. 





This service order 
form referred to on 
the previous pages, 
was developed to 
avoid cumbersome 
and complicated 
bookkeeping sys- 
tems. It is a work 
sheet, internal order 
sheet, invoice, all in 
one. 
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The FAORSEPOWER of WOMEN 


When a housewife feels lacking in 


strength an ironer comes to her rescue, 


Mrs. Cecil B. Venard who runs an ex- 


clusive ironer shop in St. Louis finds 


F an ironer does anything at all 
for women, it relieves them of the 
expenditure of energy. 

You might compare its benefits 
with the automobile or an elevator. 
It takes energy to walk, none at all 
to ride; it requires drive to climb 
stairs, none at all to ride in an ele- 
vator; and so it is with an ironer. 

Possibly there are times in a 
woman’s life when she feels full of 
vim and vigor and likes to tackle hard 
work and get it out of her system. But 
periods of desire for hard physical 
work dim with age, and no woman has 
ambition thirty full days a month. 

In the sale of ironers Mrs. Cecil B. 
Venard of St. Louis has developed a 
sales appeal that reaches the woman 
who lacks this extra energy. Founder 
of the world’s first exclusive ironer 
store in St. Louis, she capitalized her 
sales story around the physical limita- 
tions of women. 

How 
woman possess? How much does it 
vary from day to day? How much 
stronger or weaker is an older woman 


much horsepower does a 


than a younger one? For it must be 
recognized that in older women, as the 
urge to play, dance and frisk with 
voung girls dies out with them, so does 
the physical ability to do hard manual 
work. From Britain comes the most 
‘complete measurements of female 
strength available. With a view of 
safeguarding women in industry, the 
Industrial Fatigue Research Board 
has printed studies over there along 
this line which seem to be unequalled 
by anything done elsewhere. Galton, 
vho examined 4,726 males and 1,657 
females, declared that, “the female dif- 
lers more conspicuously in strength 
than in any other particular from the 
males.” He found that weight for 
veight, age for age, a woman was 
little more than one-half as strong as 

man. Pearson at Cambridge found 
that 1,066 men could pull an average 
f 185.7 lbs. while 134 women aver- 
ged a pull of 108 Ibs. 


Women In Industry 


G. P. Catheart made a study of the 
hysiques of women in industry. He 
ade tests on girls and women at dif- 
rent ages in factories. He tested out 
nemployed women who correspond 
housewives in America. Finally he 
ypped it off with a study of college 


He discovered how much of 
a lumbar pull women could make by 
bending over and lifting. He had 
them grasp devices to find out how 
much grip they had. On the following 
table it will be seen that women who 
are past 40 tend to fall off in physical 
strength. It will also be noticed that 
youngsters, though they may 
have the size of adults are greatly 
lacking in strength. Unemployed 
women who are in softened condition, 
do not hold a feather to the factory 
girls. On the other hand, husky col- 
lege girls were far better than the 
best of the factory women. 
are his findings: 


women. 


even 


Following 





WOMEN'S STRENGTH AT 
DIFFERENT AGES 


(In Pounds) 


Factory 
Age Pull Grip 
14 138.6 46.2 
15-19 187 58.7 
20-21 187 59 
25-26 190.9 59 
28-30 180 57 
30-40 191 59 
40-55 176 57 
Unemployed 
19-24 165 55 
24-34 165 54 
34-55 160 52 
College 
18-19 212 63 
20-21 217 63 
21-23 220 63 





In their studies the scientists found 
that women working in awkward or 
uncomfortable positions lost a great 
deal of their 
quaintly put it, 


efficiency. As_ they 
“The metabolic costs 
of human porterage show that a load 
which involves any considerable de- 
parture from an erect posture inevit- 
ably results in the high physiological 
cost.” 

You can get any woman to agree 
with you that the feminine race has 
little ability to lift weight. You can 
convince them that unlike 
men, don’t seem built right to stand 
up at their work. You can sell virtu- 
ally any housewife that at least one 
laundry out of four is an ordeal to get 
through. But never before, has any- 
body been able to prove it. 


women, 
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Mrs. Cecil B. Venard found women receptive 
to sales arguments that concerned their health. 


“One day | told the standard sales 
story about the ironer,” Mrs. Venard 
told Electrical Merchandising. “My 
prospect didn’t seem convinced and | 
added that no woman was built to 
stand and work hard like that. I took 
a pencil and drew a graph to illus- 
trate my point of muscular strain. My 
prospect leaned forward highly inter- 
ested. When I added that at least one 
week in a month she was in no fit con- 
dition to stand at all, much less juggle 
the weight of a heavy iron, she nodded 
her head and the sale was closed.” 

Twelve weeks out of a year, Mrs. 
Venard puts it, women are in no con- 
dition to stand and iron at all. That's 
three months’ time. 

Again the Industrial Fatigue Re- 
search Board of Great Britain in its 
work, “An Experimental study of the 
Menstrual Cycle,” by E. M. Bedale, 
M.A., backs up Mrs. Venard’s sales 
arguments: “A periodic heightening 
of functional activity above the aver- 
age occurs late in the inter menstrual 
phase of the monthly cycle and that a 
corresponding reduction below the 
average—found shortly before or at 
the onset of menstruation.” 

In 1929 Epstean found that “Ten 
healthy young women lost 5 percent 
of their muscular 
menstrual days.” 


strength during 
A Russian 
that lifting 
troubles. 


investigation showed 


aggravates menstrual 
They were prevalent among 
69.5 to 78 percent of the women who 
did heavy lifting and carrying as 
against 36.5 to 39.2 percent among 
those in occupations not 
lifting. 


based on 


requiring 
These findings were 
the study of 1,450 women, 
ind the troubles occurring most fre- 


weight 


quently among the younger group, 19 
to 25 years ot age. 

Where women have to habitually 
carry heavy loads, skeletal deformities 
ire noted in the vertebra column and 


lower limbs. There are alterations in 


the thoratic ibdominal 


walls, 


capacity in 
loads have 
diminution in height, 
deformity of the pelvic basin with 
harmful effect on the development of 
pregnancy. Occupational cramp of 
the lateral muscles of the neck, pains 


Women who carry 
suffered from 


in the brachial plexus, nerve, kidney 
and other diseases have been so re- 
ported as results. With pregnant 
women there are even more marked 
\t this time there is a 
slackening off of muscular power. 


variations. 


Proper Seating 


Mrs. Venard’s second proposition, 
that a woman should sit as much as 
possible at her work, is amply borne 
out, Electrical Merchandising finds, by 
the Womans Bureau of the U. S. De- 
partment of Labor. The New York 
study of made in 
1921 found three striking facts about 
proper and improper seating. 


industrial seating 


f chairs and tables 
suited particularly to the occupation 
increased production in a rubber fac- 
tory so that 16 girls performed as 
much work as 20 had done before. 

2. A foot pe al operatol who had 
o strain unduly to reach the pedal 


suffered from pelvic congestion with 


1. Providing « 


resulting harm to pelvic organs. 
3. Addition of satisfactory foot rests 


and pedals in an electrical supply fac- 
t - 


tory eliminated much fatigue. Ac- 
cording to a British investigation 
women polishing metal could increase 


their output as much as 32 percent 
when special seats were provided. In 
muscular work output has been found 


to increase from 2 to 13 percent when 


t 


workers could alternate sitting and 
standing. 
“It is a great thing,” 


Is 3 savs Mrs. 

Venard, “to have a sales st ory that is 

something that women already believe 

in, and something that you can prove 
of the books, 


” 


to them out 
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AUTHOR - WAR CORRESPONDENT 
AND WORLD TRAVELLER 


You’re going to like Frazier Hunt and his way of commenting on 
the news. No other commentator broadcasting today has the world- 
wide experience of Frazier Hunt. He has covered both World Wars. 
He not only knows important leaders in all the nations involved, 
but he also knows the people who are fighting the war. “During the 
last 20 years,” writes the publisher of his latest book, “Frazier Hunt 
has met, touched hands, and talked with as many of the world’s 
great men and women as any living person.” i 

In addition to commenting on the news, every Frazier Hunt broad- 
cast will contain a dramatic Electronics story. For, Electronics itself 
is making news. Today it is doing much to fight the war. Tomorrow, 
when peace and victory come, it will do as much in the fight for 
business reconstruction. 


48 STATIONS 
3 TIMES A WEEK 
156 TIMES A YEAR 
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A MESSAGE FROM DR. W.R.G. BAKER 


Vice President, General Electric Company 


WHY A GENERAL ELECTRIC RADIO PROGRAM—NOW? 


That’s a natural question—knowing, 
as you do, the outlook for civilian radio 
—and knowing that General Electric's 
radio production machine is now geared 
up to an all-out war effort. 


Today, we are up against the grim 
problem of fighting and winning the 
war. Tomorrow we will be up against 
the equally grim task of fighting post- 
war unemployment. Electronics will help 
win both these fights. Out of Electronics’ 
contribution to the nation’s war effort 
will come many new developments—as 
did radio in the last war. 


America must be ready to launch new 
peacetime industries when the war is 
over. Recognizing this, General Electric 
has organized a Post-war Planning Com- 
mittee to make sure we are ready. We 
have only begun to discover the ways in 
which the Electronic tube will serve 
mankind in the future. 


Included in the broad field of Elec- 


tronics, in addition to radio and tele- 


vision, are such modern wonders as 
the electric eye, the X-ray, industrial 
automatic controls, and many devices 
now being made for the armed services 
which will be utilized in peacetime 
products for better living. 


Surely no advertising program could 
have more worthy objectives than the 
winning of the war and the creation of 
a strong and widespread desire for the 
new things General Electric knows it can 


produce and you can sell when the war 
is over. 


A radio program is the most natural 
and logical medium for our purpose. 
Radio is the first great industry to be 
based on the science of Electronics. A 
news program enables us to make our 
advertising effort an immediate service 
to the American people. 


This is your program. Its main pur- 
pose is to promote the future of your 
business. I know you will support it in 
every way. 


RADIO AND TELEVISION DEPT., BRIDGEPORT, CONN. 


* These stations will carry the program as rapidly as they can be cleared. In some cases the time stated bere will vary slightly. See your local newspaper for exact time. 
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Be it refrigerator or washer, Earl Vance tells his story and waits for questions. They tip 


Paint 


Electric fence is a steady seller to rural trade. 
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him 


pressure cookers 


Davip HARUM 


With Rural Income Up A Third, His Suggestions Are Timely 





off to how good his prospect is. 








Buy from a reliable firm, advises Vance. 


HERE has always been a feel- 

ing that the farmer belongs to a 

different breed of cats than his 
city brother. Not that it is true, but 
where there is so much smoke about 
the subject, there is bound to be a little 
fire. 

So in advance of the season’s sales 
campaigns directed countrywards, it 
may be well to consult a man who has 
been quite a hand in selling farmers. 
Earl Vance of the Vance-Maytag Com- 
pany, Princeton, Ill., looks and acts 
like David Harum, the trader-philos- 
opher of book, radio and movie fame. 

“The farmer in 1942 leaps to the 
top of the list as a sales prospect,” 
says Mr. Vance. Even priorities favor 
him. H. G. Moulton of Brookings 
Institute declares: 

‘Farmers’ incomes will rise about 

a third this coming year, whereas 

city families depending on fixed in- 

come and salaries will discover that 

their buying power has dwindled 20 

per cent because of higher prices 

and taxes.” 


Scene of Mr. Vance’s activities with 
farmers is the duck hunting country 
of Illinois. Princeton, his headquar- 
ters, has a population of 5,224 and 
2,22. meters 

“T couldn’t make a living on a farm 
myself,” he declared. “But I did learn 
t About 75 
per cent of our trade comes from the 
We started selling Maytags 
about 15 years ago. They sold for 
$165 and I’ve got 2 


» understand the business. 


country. 


000 out among the 
three counties that I cover. Many a 
time I’ve had to drive 50 miles just 
to put gas in a washer or open a valve. 
For this we made no charge because 
we were building a standard of relia- 
bility that we are cashing in on today.” 
Mr. Vance’s business is no longer 
thinks his 
volume breaks up about this way: 


exclusively washer. He 


Washers 25% 
Refrigerators 15% 
Heaters 20% 
Skelgas 20% 
Farm machinery 15% 
Electric ranges » 4 
Electric fence 4 
Paint ry 5 
Burpee cookers 1% 

100% 


“[ don’t do a lot of traveling when 
“T make it a point 
to turn into virtually every farm lane 
[ encounter. Here, the fact that we 
have kept records for 15 years is an 


I canvass,” he said. 


advantage. I know when a cultivator 
that this farmer bought in 1930 is due 
to fall to pieces. I’ve got a card that 
tells me the washer he bought in ’29 
is about due for replacement. If he 
has a lot of fruit trees I can talk up 


canning with a Burpee pressure cooker. 
My eyes tell me when the house or 
barn needs paint. So I drive down 
that lane to that farmer with several 
strings to my bow. 

“One of the nice things of selling in 
the country is that there is no waste 
of time. You can start early with full 
assurance that you are going to find 
everybody in at any hour. I leave my 
car in the barnyard and go over to 
where the farmer is working. Maybe 
he is plowing with a tractor. I get up 
on the tractor and ride along with him. 
In the busy season Wilkins, our sales- 
man, and I sometimes go out together. 
One of us will pitch bundles while the 
other talks. Farmers don’t like to leave 
farm machinery running and I don’t 
blame them. We don’t stop them from 
their work when we see them. 

“In selling washers I have found no 
better way than to go out and do a 
washing for the farm wife. I follow 
the same technique as I do in the store 
here. I put the washer through its 
paces and then stop and wait for ques- 
tions. If they are really 
they will ask plenty. 

“I’m a great hand to put washers 
out on demonstration. There is noth- 
ing like a taste of what the farmer is 
going to buy to make him eager. Free 
trials of washers are all right provided 
you are not wishy-washy about pick- 
ing them up. Tell the farmers you are 
coming in after them and do so very 
shortly. 

“In buttoning up a deal we allow on 
a trade-in only half of what we think 
we can get for it, less the cost of re- 
pairs on it. 


interested 


If the old washer or ap- 
offer them a 
rinse tub for it and get out of it that 
way. 


pliance is no good, we 
However, we always make a 
point of picking up trade-ins. That’s a 
mistake a lot of dealers overlook. 

“Our salesman splits 50-50 with us 
on the trade-ins and this is carried on 
repair expense. If he allows too much, 
he realizes it is coming out of his own 
hide. Incidentally we work our sales- 
man on a straight 15 percent basis. 

“The salesman has the privilege of 
riding along at the time we deliver 
our stuff and usually does. When we 
install a Skelgas system we make a 
charge of $7.50 for the installation and 
we offer our salesman $2.50 for work- 
ing on the job if he wants it. 

“When we sell used merchandise, 
we always make it clear to the cus- 
tomer that we don’t know anything 
about how it is going to perform and 
tell the customers that they have the 
privilege of returning the second-hand 
article at any time within 60 days and 
getting the full investment applied on 
a new appliance. 

“One of the bits of advice I would 
give to anyone selling farmers is to 
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Lells How to Call on Farm Trade 


lay off high Farmers don't 
like it. J hey like to talk about a lot of 
things and you have to allow 


pressure 


so much 
When the REA 
were some pretty 
working on the 
farmers to load them up with appli- 
think it 


time for chatting 
came in here there 


ae ‘ ‘. 
high pressure boys 


ances and Was very gener- 
lly resented 

“One of the things that has kept us 
rocking well has 
lact that we 
principles 
1 mark to be 
17 to 18 


business in 


along so been the 
have understood business 
\ price is a price and not 
shot at. I know it costs 
for overhead to do 
Princeton. A lot of 
trical dealers who have come and gone 


percent 


elec- 


have forgotten that fact and as a result 
It doesn’t matter 
order chain stores 


went out of business 


to me that the mail 


up here have lower prices There is a 
I 


type of farmer who buys on price 


alone. There are others who 
something better. 


want 
It’s the same thing 
that makes a farmer buy a good suit of 
might otherwise live 
his life. 

“It is in the 


clothes when he 


in overalls all 


collection end of the 


business that I’m glad I was a farm 


Earl Vance sells 75 percent of his mer- 
chandise to farmers—he prides himself 
on collections. 


boy and have had so much experience 
with farmers. In the first place, you 
you are dealing with a 

t does not understand punc- 
tuality. Unless you know and 
how to apply pressure on them, they 
ire extremely likely to let bills run. 
And yet the 


understand you 


must realize 
class tha 


when 


made to 
For 
stranger comes in 
here after something, I don’t hesitate 
to ask him to fill out a financial state- 
ment. That may be 
the implement business, but it gets 


can be 
business. 


farmer 
mean 
example, when a 


a hangover from 
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farmer at 
will sell a 
farmer anything feeling that they have 


down to with that 


CasCs 
once. Too many dealers 
a chattel mortgage on the appliance 
The implement dealer gets an all-over 
picture of 
feel this is 

“Naturally, when I call on a farmer 
[ run my eye 


that farmer’s setup and | 
much better. 


over the place and get a 
pretty good idea of what my customer 
has. If he wants to buy something 
and I don’t feel that 
enough, 


his income is big 
I’ve no hesitancy in asking, 
‘Do you think you can swing that?’ 
We have a farmer and his wife who 
are making payments of $2.90 a week 
right now. It comes out of their milk 
check and we let the farmer decide 
himself how much he could pay.” 

In collection work, the Vance-May 
tag firm always tempers the wind to 
the shorn lamb. Doing the job prop- 


erly necessitates grain as 
When prices 


a farmer is laggard and 


following 
well as livestock prices. 
are good ind 
has plenty of stuff on his place, there 
is no reason to let behind. 
burning 
sickness in the 


him fall 
In case of a crop failure, the 
building, 


down of a 








are good. 


he declares. 





gets along with farm trade: 


1 He has fifteen years of records of what farmers 
* have bought—either from him or others. 
he knows when something is due for replacement. 


2? A diversified line of merchandise—appliances, 
" paint, electric fence, farm machinery—permits 
him to turn into every farm lane with a story. 


3 Earl Vance has no hesitancy in asking a financial 
* statement from a strange farmer. 


place of business, he says. 


4 He doesn't mind mail order competition in the 

"same block—he carries merchandise with a dif- 

ferent story like the Stewart-Warner dual temp 
refrigerator and Maytag washers. 


5 He follows market prices in his collecting. A 

* farmer has no business being slow pay when prices 
Earl will go along with a farmer in 
hard luck until he starts buying something—and 
then he wants his money. 


6 Vance-Maytag shoots to get list prices. 
* fellow who starts cutting is giving away his shirt," 


This is the way Earl Vance 


Thus 


A farm is a 


“The 








The great white way in Princeton isn't much, but it attracts farmers every Saturday night. 
The population is 5,224 and there are 2,223 residential meters—but 75%, of the trade 
comes from the country. 


family, Mr. 


carry the man along. 


Vance is always quick to 


Recently a man bought an oil heater 
and kept stalling him off on payments 
for the device. He always had a good 
excuse— had died, he had a 
failed. Finally Mr. 
Vance heard that he had bought a new 
car and he immediately went over and 


a horse 


fire or a crop 


told him he would either have to have 
take the The 
immediately wrestled up the 
full amount. “The tip-off to me to 
collect then,” said Mr. Vance, 


the money or heater. 


farmer 


“was 


1942 


when I discovered that the farmer was 


buying something new and had quit 


paying me. I’ll go along with old debts 
but I’m first on the list when they 
start buying anything.” 

It has been customary in the farm 


implement field to give 5 percent off 
for cash on implements. This is not 
done any more and Vance does not do 
it at all on appliances. He thinks it 
more businesslike to quote a net figure 
and add the interest on to that if the 
farmer is going to make a time pay- 
ment proposition of it. 


In contrast to a mail order chain 
next door, Mr. Vance takes pride in 
the fact that he has always sold top 
flight model refrigerators. When the 
dual-temp Stewart-Warner refrigera- 
tor came out he immediately grabbed 
it as something in the field which 
could not be touched by the mail order 
models. In 1940 (he was recovering 
operation during 10st of 
1941) he sold $5,660 worth of Stewart- 


from an 


Warner refrigerators at a discount 
of approximately 38.5 percent, gross 
profit of $2,179.10. Of 25 unit sales, 


nine were conventional refrigerators 
and 16 were Dual-Temp. That ratio 
ran throughout the season. 

Vance-Maytag firm 
Estate oil heaters and electric ranges. 
stock of Burpee pressure 
cookers and stocks a line of paints. It 


The carries 


It has a 


represents Skelgas and Prime fences. 


\ year or so ago a salesman per- 


suaded him to display the electric 
fence at his exhibit at the county fair 
—he always shows at the fair—and he 
nade 16 short order. The 
trouble was, the fence didn’t perform 
and he had to refund the 
Today he carries electrified 
fence and is firmly resolved, he said, 
to deal in the future with only finan 
cially reliable firms. 


sales in 


money , 
Prime 
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ind the dealer. Every w 


war purposes. But with 
sets that will roll 
the weeks ahead, radio 


ve far from through 


hand at present, togethe 
ff the assembly 





W i i if 1 Ail 
‘ 9 e telep 1e 
OGUTI verheard 
LY pa Vidja ur the 
A The AD . int 
p g be N 1st 
going downt 
he boys who write the headlines 
le newspapers upparently dor take 
nto account the tender sensibilities ot 
the radio manufacturer, the distributor 


hisper the re- 


t 


porter pick up in Washington is 
blasted over the front pages and the 
esu is a double barreled ex jlosion l 
the trade. Two things occur 

Customers are discouraged tron 
thinking about buying 

2. Those who must buy are easy 
prey for the lads who want to substi- 
tute any kind of junk brands pleading 
that the make asked tor ‘annot be 
ybtained.” 

Now we know that the government 
has announced that there will be no 
more radios for the home manuta 
tured after the spring months Che 
ndustry has two billion dollars worth 


ot radio equipment to manutat ture tor 


the stocks on 
r with those 
lines 
business will 


1942. In the 


list 


Sampson 


lt dealers will get prices, says 
Electric 


will come out 


Sampson, 
they 


, Chicago, 


ull right. He says: “The situation as 


appliance dealer is 
han it appears on the 
metropolitan markets have 
of their profits to 
in discounts and other 
Such 


ror years given most 


customers 


their 


‘oncessions dealers, receiving 
ynly one third or one half as many pro- 


lucts as in the past, should be able to 


1 


sell all they can get at the regularly 

If they do 
will gross more profit 
of units than they 
more than twice that 


established retail prices. 
ynly that they 
yn the 
did on 
number in the past.” 


] . } . 
iesser number 


twice or 


Mr. Sampson might have added that 
dealer in mind should 
stock merchandise in the middle 
brackets that allow him a full 


margin of profit, instead of doing most 


any his right 
} 
aisV0 


price 


, , 
1t his volume on the near-loss leaders 


is in the past 


Dave Reed’s Experience 


The action of Dave Reed of the 
Servall Utilities, 3318 N. Pulaski, Chi- 
will undoubt- 
edly be widely followed by firms that 
vish to diversify the risk to their radio 
lepartment. Sixteen years ago Dave 


‘ago, in diversification 


Reed opened the doors of his pie-shaped 
shop in a working man’s district. His 
full of Norge refrigerators, 
Thor and Maytag washers, Telechron 
Rittenhouse chimes. When the 
RCA-Victor salesman pressed him to 
take last August, Dave 
waved his hands and said, “Who do 
you think in this neighborhood would 
spend for records when 
they can listen to radio for nuthin’ ?” 
“You would be surprised,” 
1e salesman, “that there are as many 
neighborhood income 
who like one kind of music and 
plenty of it as there are over on the 
Gold Coast. Radio has reached a place 
where it can’t be all things to all peo- 


place is 


ee” 
CKS, 


on records 


money 


go vd 
said 


mugs in 


your 


lass 


ple. Just as some folks read American 
Mercury and others the Saturday 
Dave Reed, pioneer Chicago electrical 
dealer, never dreamed he would ever be 


selling records. Yet he sits doing it, and 
they put his radio department way ahead 
for 1942. 


BuckInG THE Bear STorIES 


on RADIO 


Records, recordings, full list prices and 
service will help offset wartime sacrifices 





Dave Muir 


Evening Post, so do records give the 
different tastes of the public a chance 
to express themselves.” 

Well, to cut a long story short, Dave 
Reed took on records, aided and abet- 
ted by the distributor in the selection. 
lo his amazement, the profit from his 
record sales brought the total earnings 
of his radio department up and beyond 
anything he had experienced in recent 
More than that he fre- 
quently observed customers who pre- 
viously traded with his competitor 
wandering into the shop, something 
that makes him rub his hands with 
glee. The return privilege on records 
that are stickers plus replacement of 
broken records, almost insures him a 


years. has 


profit. 

Down on Chicago’s south side Dave 
Muir and his good wife Louraine 
make a husband and wife team on 


Stony Island that applauds the record 
business. 


Running a Record Business 


“Record sales are cash on the barrel 
head,” explains Dave Muir. “Right 
after Christmas like this it’s mighty 
welcome to see this money rolling in. 
[ got my schooling with a firm that 
sold mostly on installments and we 
sniffed at the chicken feed. But you 
don’t appreciate how much it adds up 
until you see it going into the till every 
day.” 

3ecause Dave Muir got his school- 
ing at Marshall Field & Co. and was 
an experienced record man, we asked 
him to elaborate on how he picked his 
stock for a small store. 

“You sort of size up the kind of 
neighborhood it is,” he advised. “When 
[ used to be over in the University of 
Chicago neighborhood, I got a lot of 
highbrow music. Right here we have 
too much Offenbach. This shopping 
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and his wife Louraine form a husband-and-wife dealer setup. Dave is a 
veteran in handling a record stock and he tells how he does it in this story. 


district goes for popular music. We 
carry an $1,800 stock of records. That 
isn’t too much, because the more com- 
plete your stock is, the more the public 
likes to deal with you as it likes to go 
where everything can be had. The 
radio, such as the popular hit listings 
gives you an idea of what is going 
strong. The experts tell you to follow 
musical movies and the like. But I 
notice that it is not until a musical] 
movie comes into your neighborhood 
theater that you begin to get a ground 
swell of demand for its tunes. You 
don’t have to be musical or have an 
ear for a tune to set up your stock 
properly. Two or three demands for 
a record is a tipoff that it is getting 
hot. We keep a note of what people 
ask for and are guided in our ordering 
by this. The only thing you have to 
watch for in popular records is to see 
that they are danceable. Popular music 
that is arty won’t go so well. Don’t 
over-buy but carry something of every- 
thing and when the calls are dropping 
off just stop reordering. 


The Service Angle 


No one is better qualified to talk 
about the service department possibil- 
ities than E. G. Weishan of the Sales 
and Service Union, Local No. 1343, in 
Milwaukee. Seeing a cloud on their 
horizon the size of a man’s hand, Mr. 
Weishan immediately began tomtom- 
ing for and better 
departments, 

“A shortage of new appliance mer- 
chandise will mean a greatly increased 
demand for repair and maintenance 
service on old items,” he declared. “If 
you have a service department, start 
now to step it up into a profitable part 
of your business. The government 
will permit a free flow of parts for re- 
pairs and maintenance.” 


bigger service 
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TSCOMSIN Urility Learns Dealers Yroubles 


with GUINEA PIG” STORES 


Paul DeLeon Stops Giving Away of Retail Profits to 


Sub-Rosa Hook-ups 
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SCOTCHMAN PAUL DeLEON 


When World War / broke out it found Paul DeLeon in 
Scotland. Although he was an American of Portuguese- 
English descent he enjoyed seeing the Black Watch parade 
with their kilts, breks, spats and general dignity. He 
offered to enlist, but was told No—only Scotchmen could 
enlist in the Black Watch. 

But, the story goes, Paul DeLeon showed up at the recruit- 
ing office one dark night with an inebriated old Scotchman 
who for so many shillings agreed to sign up a declaration 
that Paul DeLeon was his nephew. In this way, the career 
of an American in the Black Watch was started, and all this 
eventually led to the new business managership of the Wis- 
consin Power & Light Co. 


-and dealers do—it likes a 
duplicate dealership so that trade-in 


trade-ins- 


deals can be sent to retailers. 

here was some objection at first 
because it upped sales cost, but today 
80 percent of the refrigerators, for 
instance, are sold through the trade 
And not one dealer folded in 1940. 

Wisconsin Power & Light gives no 
wiring or advertising 
dealers. It has no 


allowance to 
finance plan for 
dealers as it is the utility’s opinion 
that dealers have arrangements of their 
own which 

Home of the utility are 
available to go out on dealer sales. If 


are satisfactory. 
advisors 


a dealer carries electric ranges in stock 

Wisconsin Power & 

Light Co. for a salesman to help him 
I 


he can call on 


on a deal. 
in advertising of the Wisconsin 
Power & Light Company Mr. DeLeon 


has a policy 


out 
( 


of giving the newspaper 
a piece of copy providing the 
paper sells the dealers also. In a re- 
cent newspaper cooking school he took 
the middle of four pages which made 


news- 


it necessary that the newspaper go out 
and sell the dealers on the 
Dealers ran the school 
credit for the activity. 


balance. 
and got full 


Prospect List Released 


The Wisconsin Power & Light Cum 
pany does another thing that is un 
common with most utilities. It releases 
the prospects of its customers to ap- 
proved dealers. Inasmuch as all pros- 
pects released are of okay customers 


the dealer is always sure of credit 


standing when he makes a call. One 
of the advantages in passing out pros- 
pects to dealers lies in the fact that 








the utility can emphasize sales activity 


on any particular group. Wisconsin 


Power & Light was able to get 60 
TY ‘ e retailer. F here is no sense in the manufac- percent of all its refrigerators sold to 
é le utility turer passing on to the consumer the people who used less than 50-kw-hr. 

‘ ‘ uN er’s legitimate profi said Mr. per month, 
Phe e lamp, sold throug] DeLeon. “In the first place it is not Wisconsin Power & Light has 34 
e dea $5.47 and he ecessary ul in the second, it is stores in 14 districts. Each one is 
$8.95 gre ut 1 if we expect the dealer to stay run on the same basis as a dealer 
‘ W ynsit yusiness under such a situation.” would operate that store in a similar 
& Lig ecl purchase sized community. The sales supervisor 
hroug No Exclusive Line is virtually his own boss. F. J. Cott- 
la rill, merchandise supervisor, operates 
Wisconsin Power & Light is not ex- the company known as “You Inc.” on 
lispose ulers at a lusive with any line of merchandise, the same basis as if he were a banker 
permitted them to sell for said Mr. DeLeon, Any dealer in its loaning money to his 34 stores. Each 
utility did, and at territory is welcome to handle the sales supervisor is lent money suffi- 
irk-up same lines it does if he can make satis- cient to cover the merchandise which 
e 27,000 lamps were sold by the factory arrangements with the manu- should be carried in the sized store he 
m this push, and about 7,000 facturers. The main idea behind this runs to make it profitable. The sums 
sold by Wisconsin Power & is that as Wisconsin Power & Light vary from $600 to $10,000. The amount 


MANY maintains 


prices and d 


MAR 


oes not take (Please turn to page 26) 
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America’s counting on You to give First Aid 


.TO AMERICA’S APPLIANCES 


It’s your skill and your experience that will keep the coun- 
try’s electrical appliances operating efficiently “for the 
duration!” Now, when repairing, reconditioning, modern- 
izing of appliances are needed, you're the man for the job 
—it’s your “know-how” that counts! You have the ability 
to perfom this service; you certainly have the oppor- 
tunity; and, as far as cleaners are concerned, you have 
an established and pre-proved plan to follow—Premier’s 
Revival Service. 


.TO AMERICA’S RESOURCES 


Materials vital to America’s war effort—aluminum, steel, 
rubber, even plastics—are at a great premium these busy 
days. You'll be helping to save them—by reconditioning old 
cleaners to take the place of new cleaners that can’t be made. 
Incidentally you'll be maintaining the good-will of old 
customers and gaining new ones while you're building up 
this new business. 


PREMIER 


Premier Division, Electric Vacuum Cleaner Co., Inc. 
Cleveland, Ohio 
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.TO YOUR OWN BUSINESS 


Here’s your opportunity to give your own business a new 
lease on life—to keep your volume at a healthy level. Get 
full details at once about Premier's Revival Service. The 
program employs guaranteed factory-built parts, permits 
you to handle repairs yourself or through a Premier branch, 
and provides a full supply of powerful sales helps to stimu- 
late demand for service. It’s working for others—# will 
work for you! 


Premier is still building a war-limited 
number of new cylinder-type cleaners 
—for delivery to dealers cooperat- 
ing in the Revival Service Program. 





: ps Premier Division 
at ELECTRIC VACUUM CLE/ 
1734 Ivanhoe Road ¢ Cleveland, Ohio 


COMPANY, INC. 











4 ~ vi I'm interested in oe agg vacuum cleaners —and 

dealers! Send me in about Premier’s Revival 

a! Service, including built parts, powerful sales helps. 
eR ; 


PAGE 21 











Opening of Home Furniture's appliance department brought out a crowd. 
Booth system helped display more merchandise. 


Booth System Increases 


Wall Space 


Ck '= eo" 








j 


re tour are 


\ ire arranged against the 
the store Most effectively, 
shown in a room of normal 

imensions with not too high 

ing, simulating the conditions 
hich they will later be used. 
series ot display rooms which 
en built along one side of the 


given over to elec- 


quipment. One is in the form 


lel kitchen \ laundry dis- 
pace s also provided in the 
vhere demonstrations may 
nas desired. In addition to 


re salesmen who assist in sell- 


ippliances under Mr. Robi 


is a field selling staff of two 


Here is a typical booth at the Home Furniture Co., Reno, Nev. 
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Addressed to the Delivery 
Department 


ECAUSE customer good will can 
B be cemented or destroyed by the 
impressions received during delivery 
of a major electrical appliance, Fred 
Staples, manager of the major appli- 
ance department of The Bon Marché 
if Seattle, Washington, recently took 
time to present his department’s view- 
point to the personnel of the depart- 
ment which handles delivery and 
installation of such items as electrical 
refrigerators, laundry equipment and 
Asking the delivery men to 
place themselves in the place of the 
ustomer, he carried them through the 


ranges. 


imaginary delivery of an electric re- 
frigerator, picturing the anticipation, 
the worry at the delay, the final ar- 
rival, after the edge of the pleasure had 
been taken off by long waiting, possi- 
ble damage to floor and to appliance 
through careless handling, irritated re- 
turn to the department and second 
delivery of another appliance at dupli- 
cated expense and with considerably 
lessened enthusiasm on the part of 
the new owner. A sympathetic under- 
standing of the customer’s perhaps un- 
reasonable but wholly natural impa- 
tience will mean that little extra care 
and thoughtfulness which will result 
in satisfaction. A department store 
like the Bon Marché has spent thou- 
sands of dollars in bringing about an 
acceptance of the many advantages of 
shopping at the store—and it would 
be illogical to endanger this by neg- 





lecting to meet the customer’s tastes in 
such a matter as how she wishes her 
refrigerator brought home. 








Puget Sound P & L have had a lot of 
success with this "slide rule" calculator 
which tells the story of low rates. 


How Much Does It Cost To 
Operate? 


O enable dealers more effectively 
pe present the story of low rates 
to customers, the Puget Sound Power 
and Light Company last year pre- 
sented dealers with a simple “slide 
rule” calculator based on the particu- 
lar rate schedule applying in their dis- 
trict. By rotating the card, it was 
possible to show by this what the 
monthly operating cost of any appli- 
ance would be if the prospect’s present 
bill stands at any level of from $1 to 
$7. The progressively descending 
cost, the more electricity is used, is 
an impressive argument to impress 
the customer with the fact that it 
pays to use more electricity to lighten 
home tasks. 





Ranges used in cooking schools in the Puget Sound area are auctioned off at 
the end of the school which helps dealers. 


Cooking School Ranges 
Auctioned Off 


NE of the objections which deal- 
ers are apt to bring against cook- 


ng schools for which they furnish the 
electric range is the fact that they are 
left after the event with a used range 
which they can sell only at a greatly 
reduced price. At the same time, home 
economists who conduct cooking 
schools recognize that customers fre- 
quently are impressed by the cooking 
qualities of the range which they have 
seen perform and sometimes ask to 


purchase the particular appliance or 
one “just like it.” The Puget Sound 
Power and Light Company has helped 
to solve the dealer’s problem by con- 
cluding each cooking school with a 
“closed auction” of the range used, 
bids being submitted in writing and the 
range going to the highest bidder, 
providing the offer is one which the 
dealer cares to accept. This plan has 
worked out very satisfactorily, the 
range in most cases being satisfactorily 
disposed of, and the unsuccessful bid- 
ders serving as excellent prospects 
for another range of the same make. 
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GROUND FLOOR! 
ACT UGK i 





T’S a market that didn’t exist four years ago. It’s about 

five times as large as it was even two years ago. And it’s 
a market that’s right on your own doorstep — an oppor- 
tunity to add a fresh source of profit at a time when you need 
it most! 


You'll find it wrapped up in The Hygrade Fluorescent Lamp 
Replacement Plan! 


Here’s how it works: 


Grab your slice of a 
$25,000,000 market! 


Take a look around you. All through your neighborhood 
you'll see fluorescent users — stores, commercial establishments 
of every kind. 


Sooner or later they'll need new lamps. Need them regularly. 


And they’ll have to get them from somebody. 


The Hygrade Plan proposes to make you that somebody. It 
aims to make you Fluorescent Man No. 1 in your locality. 


For an advance of /ess than fifty dollars it supplies you with 
an initial assortment of Hygrade lamps—alomg with Mirastat 
starters and a special lamp and starter checker. 


It gives you a big supply of punchy sales helps designed to 
bring customers to your door, 


It provides for selective distribution that protects you in 
your market. 


It gives you all the technical advice and assistance you'll 
need to enter this new field. 


You can’t lose! 


And best of all, you get them without the slightest 
risk! Try this plan for a full six months — and if 
you’re not thoroughly satisfied, you can toss every 





FIVE “SURE-BET 


of The Hygrade Lam 
e distributi 







1 selectiv dequate ma e on that’s can’t lose. Turn out the profits or turn in the 
assures you ana 4 temp sales come lamps!* Hfyou are sure you can do a: job, fill 
ompletely package bring the business to ¥ : in the coupon below and we'll send you full 
a vetully developed a7 sales helps — neteees details at once. 
r scen 
Bookle folders a came you as Fluore 
insignia 
window insig® including 
é Headquarter’ ice and assistance—inclu & SO - 
4. complete technical pen make you adept I" f HYGRADE SYLVANIA CORPORATION, Salem, Mass. ff 
. w — designe e Please send me full particulars on the “Ft 
custo onles and service- aaa tempo that - new Hygrade Lamp Replacement Plan. : 
P lamps m . to the Name 
orescent lam" in “bright 
& The finest . 7 t; last longer; rema! J Firm a 
= e more ligh ’ § _ bs, § 
sv ” \ Address ‘ r 
last inch. al 
: a 
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unsold item. back at us — and we'll pay you full 
cost price. 


These are the cold facts on one of the hottest 
deals ever offered the electrical trade. You 
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UNIVERSAL 


presents the new 


“MERCURY” RANGES 


THESE SELLING FEATURES SAVE 
VITAMINS, TIME, AND 
ELECTRICITY! 


a 

bid Mult-l-Heat Con 
trols with Signo 
Tom laleliasiiclas 

Vv Select-A-Trol 

s 

b> 4 Superheat Units 

vr Economy Cooker 


‘ 


EY Bake-Fast Oven 


“NUTRITIVE COOKING” 


means National Good Health! 


Universal's new Mercury 
line of Electric Ranges for 
1942 features ‘Nutritive 
Cooking’’ — cooking that 
results in more nutritious 
meals prepared easier in 
less time and at lower cur- 
rent costs. 


To sell more Universal 
Ranges in ‘42, tell your 
customers how ‘Nutritive 
Cooking’’ seals the vita- 
mins in the food. Tell how 
it conserves time for war 
work through automatic 
control. Tell how it con- 
serves electricity through 
accurate, flexible control. 
Show how these things aid 
good health and national 
defense. Wire or write for 
complete information. 











Upiroel 


FEATURES GIVE 
MAXIMUM NUTRITION 





Wer Makes Vitamins More Vital 


Research workers have long empha- 
sized the importance of sealing vita- 
mins into food. And now, during 
the national emergency, is the time 
to turn their findings into action! 


Mercury Ranges Meet the Challenge! 
After years of testing in laboratory 
and kitchen, special Fm Ree Mer- 
cury Range features now aid in seal- 
ing the vitamins in through water- 
less cooking and flexible controls, 


\ 
{ge on 
[2 


Designed for Low Cost Meals 
Mult-I-Heat Control, the Bake-Fast 
Oven and the Economy Cooker all 
contribute to the preparation of 
nourishing low cost meals—particu- 
larly desirable in time of rising costs 
and the need for extra nourishment, 





UNIVERSAL 
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STORES 


CONTINUED FROM PAGE 20 





of working capital is based on two 
and one-half times his average monthly 


) “ePlnt< 
rece pt 


Operate As Dealers 


It is up to him to sink or swim. By 
means of an ingenious system of “play 
checks” each manager is required to 
send in so much per month for rent, 
and so much of interest on his capital. 
If he mismanages his store it is quite 
possible for him to go broke. How 
ever, whenever a store manager gets 
into hot water and has to borrow more 
capital, he must first come in and see 
the president. The store manager is 
charged 6 percent interest on his capi- 
\pril—tax 
time—Paul DeLeon passes on his mer- 


tal and once a year in 


chandise sales 

The managers of these guinea pig 
stores are instructed to operate exactly 
as a little dealer would with very little 
cash. There are no elaborate displays. 
In fact, they must work harder than 
ndependents because they can take no 
trade-ins. Service men are held re- 
sponsible for satisfaction of service. 

“Our sales supervisors are encour- 
aged to buy from any jobbers they de- 
sire to,” says Mr. DeLeon. “As a 
result of this policy, it may be of in- 
terest to realize that at recent annual 
meetings we had 101 dealers present 
and 79 jobbers. Furthermore, since 
we keep our own stores as guinea pigs, 
ind work them on precisely the same 
basis as the dealer does, we know his 
problems.” 

In fact, says Mr. DeLeon, if a job- 
ber can come in with the dealer’s order, 
he gets the Wisconsin Power & Light 
Company business. “We expect to 
give the jobber’s salesman enough 
business to cover his bread and but- 
ter,” he says. “There were only 55 
jobbers when we started this new pol- 
icy and today some 75 are making a 
living in the field after three years. 
Because the jobber’s salesmen work 
with the dealers and boost them along, 
we think this is very good business.” 


Salesmen Paid Salary 


In the stores maintained by the util- 
ity, the salesmen are paid a salary and 
no commission. They are given a 
year’s assignment in advance and earn 
anywhere from $125 to $225 a month. 
In return their efforts are directed 


toward items that the Wisconsin 


Power & Light Company want sold. 

In addition to his basic pay, sales- 
man who works for the Wisconsin 
Power & Light Company gets a bonus 
of 10 percent of a year’s salary if he 
accomplishes the assignment of the 
company for a year. He gets 10 per- 
cent more if he carries out all cam- 
paign assignments. These are held 
back and paid at the end of the year. 

“I’m convinced,” says Paul DeLeon, 
“that a dealer cannot operate a store 
in Wisconsin for less than 30 percent. 
I base this assertion on our experience 
with our own stores operated as a 
dealer would operate them. It is going 
to be necessary for manufacturers to 
give more markup to dealers if they 
expect dealers to survive.” 


Turnover Is 5.8 
Times Annually 


Compared with the old setup the 
“guinea pig” stores are well run. In 
the old days the utility had a 2} stock 
turnover a year, with some $200,000 
as the average inventory. Today the 
turnover is 5.8 times annually. 

In the matter of farm sales, it is 
Mr. DeLeon’s opinion that personal 
contact of the dealer offsets the mail 
order stores advantage in price. 

“There is a direct selling expense 
on farm sales of 22 to 30 percent,” he 
says. “One of the prominent mail 
order stores has found broadsides very 
effective in bringing in farmers. Wis- 
consin Power & Light Company has 
employed the magazine, ‘Electricity on 
the Farm’ as a mailing piece to farm- 
ers with an insert featuring their pro- 
motion. This is sent out during the 
reading periods of the year, which 
occur in winter, October. September 
and March. 


Business for Dealers 


In conclusion, it is interesting to 
note how the Wisconsin Power & 
Light Co. is passing over the bulk of 
its major appliance business to the 
dealers in the territory. A glimpse at 
the table below will show what has 
taken place during the last three years. 

That the whole philosophy is work- 
ing out is evidenced by the fact that 
three years ago each man was pro- 
ducing about $418 worth of load build- 
ing revenue per year. Today they are 
bringing in $684 worth of revenue 
each. What more can a utility ask? 





COMPARATIVE SALES—WISCONSIN POWER 
& LIGHT CO. AND INDEPENDENT DEALERS 


DEALERS 
‘38 39 *40 
Electric Ranges 367 444 7719 


Electric Refrigerators 2437 4138 6400 
Elec. Water Heaters 145 191 362 
Electric lrons 98 234 350 
Washing Machines 1082* 3510 5091 


COMPANY TOTAL 
‘38 0 "39 *40 38 ‘390 *40 
865 692 724 1232 1136 1503 
972 980 1521 3409 5118 7921 


325 295 331 470 486 693 
141 112 133 239 346 «483 
482 540 441 1564* 4050 5532 
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| IS SERVICE TO THE 


Circulate this Book...to build your 
: Service Business...to help customers 
“Take care of the things they have.” 





Americans are awake to their responsibilities. There’s a spirit of 
" impatience everywhere; an eagerness to help . . . to get along faster. 
n This is a good omen. But in our zeal to do big things, we must not 
neglect the simple fundamentals. 
is . The U. S. Government recognizes this—has incorporated a funda- 
‘il mental principle in its consumer’s pledge: “‘I will take care of the 
things I have.” 

Westinghouse shows how ... in ““The Care and Use of Electric 
ry Appliances in the Home.”’ This comprehensive book tells how to use 
as present appliances efficiently. It emphasizes the value of inspection 
i to make sure they are in first-class order. It points out the necessity 
he of keeping them that way—directs women to your store for service, 
and for advice when buying new appliances. 

Illustrated are six ways in which you can use the book—to build up 
your Service Department and to maintain your status as headquarters 
to for the finest electric appliances. 

& 

ot 
the 

at 
has 
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hat 
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ild- 
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nue 
? 







GET YOUR COPIES NOW 


National advertising continuously spot- Westinghouse dealer. Hundreds of thou- 
lights ‘‘The Care and Use of Electric sands of copies have already been dis- 
Appliances in the Home.” It urges tributed. If you need an additional supply, 
readers to obtain a free copy from their order from your Westinghouse distributor. 






i. ELECTRIC HOME 


503 
1921 
693 
483 
5532 
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TAKE OUR WORD FOR THIS 
—ON RM FANS! 


Everyone predicts that there won't be enough quality fans to 


supply the demand this summer. But you can protect your 


interests 


You see, even though we are “up 
to our necks” in war production, 
we're able —for the present, at least 
—to make shipments of fans to 
our distributors. We don’t know 
how long we can continue making 
fans,or how many we can make. But 
we believe we'll be able to fill most 
of the orders that come in soon. 
Your distributor, however, can’t or- 
der your fans till you let him know 
how many you'll want. That’s why 
we urge you to send him your 
order immediately—for delivery 
as soon as possible. Then when his 
order is filled—in whole or in part 
-we're sure he'll see that you get 


your share. 


BANMER FANS 
8-inch, $4.75 
10-inch, $12.35 
12-inch, $19.05 


STANDARD FANS 
10-inch, $15.25 
12-inch, $30.60 
16-inch, $37.20 


as others are—by ordering R & M fans now! 


You have our word that the fans we 
will make will be as fine as ever in 
construction, performance, effi- 
ciency and durability. And con- 
sidering higher production costs 
and higher taxes, they'll be better 
values than we've ever been able 
to offer in the past. 

Get in touch with your R « M fan 
distributor now. If you don’t know 
the name of the distributor nearest 
you, write us at the factory or 
ask the nearest R & M Branch 
Office listed below. 

Retail prices — including Federal 
Excise Tax —of 1942 desk models 
(60 cycles, A. C.) are listed here for 


your convenience : 


DELUXE FANS 
10-inch, $19.05 
12-inch, $34.35 
16-inch, $41.00 


Doing Our Best for Americal 


=> R & M fans are serving in Army Camps, on shipboard, and in a ¢ 
a 


Army and Navy Hospitals. R a M Motors, Hoists, Cranes 


armament industries. 


ROBBINS « MYERS : INC. 


SPRINGFIELD, OHIO 


NEW YORK, 200 Varick St. 
KANSAS CITY, 2105 Grand Ave. 


CHICAGO, 2400 W. Madison St. 


‘ 5 P 
“7 and Moyno Pumps are speeding production in countless +z 
r 


* Branch Offices in: 


SAN FRANCISCO, 237 Rialto Building 


THE ROBBINS & MYERS CO. OF CANADA, LTD., Brantford, Ont. 
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PHILADELPHIA, 401 N. Broad St. 


NEW ORLEANS, 500 Comp St. DALLAS, 1100 Cadiz St. 


Blenders Glick 


With Vitamin-Conscious Strata 





The public has to be made to understand that a blender is different than a food 
mixer—and nothing does it better than the miracle of seeing a banana or a peach 
dissolve into a liquid 


HE other day a dentist on North 

Michigan Avenue, Chicago, pulled 
all the teeth of a patient. “How am I 
going to eat, Doc, until my jaws heal 
up and you can get some false teeth 
ready for me?” asked the perturbed 
customer. 

“Well, even if you can’t chew you 
still can drink,” replied the doctor. “I 
suggest that you get one of these elec- 
tric blenders and whip up your foods 
into liquid and drink them.” 

The increasing degree of interest 
being displayed in specialized groups 
of people by dealers is thrusting the 
blender to the front these days. Eigh- 
teen years ago tomato juice was a 
novelty, cautiously introduced to the 
public by Libby, McNeill & Libby. 
Today there is scarcely a tearoom or 
food counter which does not serve car- 
rot and raw vegetable cocktails to the 
constantly growing number of patrons 
who are food conscious. 

In its study of food buying habits of 
different classes the Bureau of Home 
Economics of the U, S. Department of 
Agriculture reveals that families who 
spend $700 a year or more for food are 
the greatest consumers of fresh fruits 
and juices. 

The pattern of purchasers for the 
liquefier, brainchild of Fred Waring, 
the musician, this 
trend. 


follows general 

It was first considered more or less 
of a sort of swizzle stick for bar use. 
But in the four years that have elapsed 
since this gadget appeared on the 
market and won its way into the cata- 
logs of eight different manufacturers, 
the trend has toward the elite 
kitchens. Anyone who has seen the 
vogue for babies’ strained vegetables 
spring up is immediately aware of the 
terrific interest in persuading children 
to absorb their vitamins. 
that the youngster will 


been 


It appears 
much more 


MARCH, 


readily drink his vegetables than eat 
them. Since it easy matter to 
take a few strawberries, a banana and 
blend milk or fruit juice into a smooth, 
fluffy drink with all the vitamins and 
minerals present, one can immediately 
see the popularity of the blender with 
the mama, particularly in the salad 
conscious strata. 

Mechanically, the blender consists of 
an electric motor housed in a compact, 
chromium-plated blade and a glass con- 
tainer of a 32-ounce capacity. In the 
bottom is a stainless steel, leakproof 
blending unit which revolves approxi- 
mately 1200 times a minute. It takes 
40 seconds or less to lick up one of the 
fruit smoothies which soda fountains 
today are dishing up for their patrons. 

“Next to mothers of children the 
best customer for a blender is the 
grandmother or grandfather,” says 
Mabel Stegner, home economist. 
“These old folks have fewer teeth and 
less active digestion.” 

There is no conflict, says Miss 
Stegner, with the mixer as 46 percent 
of the homes that own blenders own 
mixers too. The liquefier cannot whip 
egg whites, mix large 
amounts of heavy butter, flour or do 
tasks of that sort. 

Women who pride themselves on 
their cooking are the ones who use 
them most for soups, bisques, sherbets, 
icing, waffle omelettes, desserts, dress- 
ings, sauces, and malted milk drinks. 
The blender said to be very 
good for knocking out daiquiries and 
cocktails. 

Sales come easiest when there is a 
demonstration. This naturally comes 
first in the large cities, in the Fields, 
Hudson's, the Strawbridge’s, and the 
Hammacher Schlemmers, and the like. 
Today with the ice broken, the blender 
is making its appearance in smallet 
communities. 
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How War Needs Affect More 
































Than A Million Families Who Have Bought 
Hotpoint Electric R 
a we THE WAR is the first job of Calrod units are built with such durability 
ach every American. And that means they last for an average of fifteen years 
going without some of the things we’ve under normal kitchen use. If you should 
all taken for granted. The engineers and need replacements, they will be available. 
in eat * 
ter . production —- who made more than RememseR, too, that the proper care of your 
mela 1,000,000 Hotpoint Elecer - Ranges are _ range will help you conserve food and pre- 
1s and busy supplying Hotpoint equipment to serve healthful minerals and vitamins. By 
spore hundreds of Army and Navy posts, as well as correct use of Hotpoint’s Measured Heat, 
ae to cafeterias in war industry plants. While you can get the most out of your range and 
a the war lasts, only a limited number of new cooperate with Uncle Sam’s nutrition and 
cae electric ranges will be available for home conservation programs. Unnecessary use of 
$ con- use, thus releasjng tons of vitally needed high heat wastes current. Study the instruc- 
eet materials for war production. tions that came with your range for further 
proxi- ; suggestions about conserving food and elec- 
takes To every family who has bought a Hotpoint tricity. Or write us for a free, informative 
bi tad Electric Range, we say—you have a durable booklet on this subject. Hotpoint is always 
trons. cooking appliance. If yours is a modern _ glad to help you in your all-out effort to keep 
n os Hotpoint with long-life Calrod cooking the American family happy, healthy and 
18 1e ° . . . . . 
says units, it should, with reasonable care, far well-fed. Edison General Electric Appliance 
1omist. outlast the ‘‘duration’’. Tests show that Co., Inc., 5620 W. Taylor St., Chicago, III. 
th and 
Mi It’s easy for users of all Hotpoint Electric Appliances to keep them in proper condition during the 
Pose war emergency. Repair and replacement parts are available throughout the country if required. 
s own 
t whip * 
large 
or do 
fes on 
10 use 
erbets, ELECTRIC RANGES. REFRIGERATORS, WATER HEATERS, WASHERS, IRONERS, DISHWASHERS. 
dress- DISPOSALLS, ELECTRASINKS, STEEL KITCHEN CABINETS 
drinks. 
e very 
es and 
re is a 
Fields. HIS IS the first of a series of Hotpoint advertisements in Weekly magazines,Women’s 
ind the publications and Home periodicals. While this is addressed to more than a million 
e like users of Hotpoint Electric Ranges, it carries an important reminder to the millions 
—— of other families who will become buyers of Hotpoint Electric Appliances when they are 
7. again available. Edison General Electric Appliance Co., Inc., 5616 W. Taylor St., Chicago. 
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Prices 





Models ER-429 and ER-427 


KELVINATOR 


Ranges 


Kelvinator Div., Nash-Kelvinator Corp., 


Detroit, Mi 


EK R-421, ER 


K \ itor ranges porcelain ename 


ch. 
4$21-A 
429 


ER-423 
ER-421 


nmon to al 
, 


Diack 


mm ; 
black porcelain 


lining; 6-qt. Scotch Kettle 


ny 





switches; automat 

with heat resisting gl 
oven back. 
ER-429 Deluxe moc 


features of ER- 
mbination oven 


and condiment 


ymbination oven 


built into hig 


itility drawers; 


shted surface unit 


oven floodlight 


ass lens recessed 


lel features Kel- 


n-Maid which starts, times, stops 
ooking operations automatically, 
msisting of an electric cla k, master 
cooking timer, selector switch, 


Minute-Timer, twin ; 
under a streamlined 
light; deluxe Scotcl 

led heat warmer 
ER-421 $1 


tre 


$214.95 


f 
March, 1942 


tectri 


appliance outlets 
fluorescent top 
Kettle and con 
drawer 

17.95; ER-429 
Merchandising 





MORTON Sink-Cabinet 


Morton Mfg. Co., 5101 W. Lake S+., 
Chicago, Iii. 


Device All-in-one cabinet-sink com- 
bination featuring automatic self-clos 
ing drawers 

Selling Features Porcelain enamel 

nk with spacious drawers and com 
partments available in 60 or 54 in 
vidtl ompletely equipped with 


necessary accessories 
ting board, bread-ca 
basket, etc.: selix 
accomplished by bala 
abinet-making plus 


aided by gravity—wh 


tended it stays ther 
with fingertip it aut 
shut Electrical 
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Selling lcatures 


Device 


Selling Features: 


Price: 





ZENITH Radio 
Zenith Radio Corp., Chicago, Ill. 


rd “Chatham” chairside combina- 
tion radio-phonograph 

Features Armstrong 
Modulation, standard and 
short wave reception plus automatic 
playing and changing of records; re- 
eiver housed in mahogany cabinet; 
with push of button record playing 
mechanism slides out automatically 
to convenient position; all controls 
easily at hand; Radiorgan tone mixer 
with 6 organ keys gives 64 tonal com- 
binatiops; Zenith Wavemagnet built- 
in aerial system.—Electrical Mer- 
March, 1942. 
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chandising, 





K-M Liquidizer 
Knapp-Monarch Co., St. Louis, Mo. 


, 1942 Liquidizer. 

Chops, whips, mixes, 
liquicizes, beats fruit and vegetables; 
fine steel cutting blades permanently 
mounted in glass; 2-speed switch; no 
extra accessories; high-speed motor ; 
white enamel base; a.c. or d.c. 
$16.95.—Electrical Merchandis- 
ing, March, 1942. 





STAHLY Razor 


Birdsell Laboratories Inc., South Bend, Ind. 


Device: Stahley stroke saver, “Live- 
Blade” razor. 

Selling Features: No motor, no wires, 
no battery; precision-built instrument 
uses any standard double-edge razor 


Selling Features: 


Price: 


Selling Features: 


blade; self-contained driving power 
and gentle, barber-stroke action pro- 
duced by a governor-controlled power 
spring operating through a series of 
precision steel-cut gears in handle; in 
the “Live-Blade” mechanism the blade 
is clamped to a floating carriage 
which is spring hung and is caused 
to move back and forth 8/1000 of an 
inch at a speed of over 3,000 rpm—an 
endless, even flow of gentle side 
strokes automatically directed to a 
consistent, clean cutting of each indi- 
vidual whisker at skin line; a few 
turns of handle and the blade becomes 
alive; weighs 6 oz. packed in modern 
transparent box. 


Price: $17.50.—Electrical Merchandis- 


ing, March, 1942. 


v 





PLEASANTAIRE Room Cooler 


Pleasantaire Corp., Tower Bidg., 
Washington, D. C. 


Model: V-1, “Blackout” Pleasantaire 


window-type room cooler. 
Cabinet will accom- 
modate 4 h.p. air conditioning chassis. 

Ventilator chassis brings in filtered 
fresh air, cleans room air and ex- 
hausts stale air simultaneously; heat- 
ing unit kit available as additional 
equipment; plywood cabinet with few 
strategic materials used in machine’s 
construction. 

Will also be merchandised under 
the name Gale Mountainaire, Péeas- 
antaire Corp., being exclusive national 
sales agency for Gale Products. 

From $59.50 to $69.50.—Elec- 
trical Merchandising, March, 1942. 





\ 
“Hi-Humid Freshener” 
LEONARD Refrigerators 


Leonard Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Models: Four 7 and two 9 cu. ft. models. 


LSS-7, lowest priced 
model has Permalain exterior finish; 
full cabinet-width door; easy-action 
doorlatch; balloon type door gasket; 
l-piece porcelain interior with acid- 
resisting bottom; flat-face, ‘open- 
throat’ interior; plastic inner door 
panel; large porcelain-finished Zero 
Freezer; tall-bottle space both sides 
Zero-Freezer; 2 extra fast freezing 
shelves; 13-setting temperature con- 
trol; recessed toe-room base; Freon- 
12; Glacier Sealed unit; 5-year pro- 
tection plan. 


Device: 


Selling. Features: 





LS-7 has in addition to above fea- 
tures 5-way “Presto” shelf making 
possible 5 different shelf arrange- 
ments for storage of bulky foods; 13 
qt. sliding porcelain enamel crisper 
with independently supported glass 
cover; easily accessible vegetable bin 
for unrefrigerated storage; Moon- 
stone glass meat chest with separately 
mounted glass cover. 

LR-7 has in addition to above fea- 
tures 2 crispers; removable freezer 
shelf and 50% greater ice-freezing 
capacity; new design shelves with 
fluted front molding. LS-9 same as 
LS-7 with 9 cu. ft. capacity. “Hi-Hu- 
mid” models—a 7 and a 9 cu. ft. model 
—have 5 zones of cold accomplished 
by. means of glass-enclosed compart- 
ments all glass shelves, and an extra 
set of cooling coils concealed in walls. 
Freezing compartment for below- 
freezing storage; meat chest for near- 
freezing storage of fresh meats, fish 
etc.; dry-cold area for dairy products, 
beverages etc; moderately moist area 
for citrus fruits, berries and food with 
their own protective coverings; super- 
moist area “Hi-Humid Freshener” 
for leafy vegetables and fruits. 


Prices: From $149.95 for lowest priced 


7 cn. ft.’model to $259.95 for 9 cu. ft. 
“Hi-Humid” model.—Electrical Mer- 
chandising, March, 1942. 


v 


HYGRADE Fluorescent Starter 


‘Hygrade Sylvania Corp., Salem, Mass. 


“Hygrade Premium Mirastat 
Starters’—new line of fluorescent 
lamp starters. 

Automatically opens 
circuit when lamp fails; especially 
suitable for installations that make 


,, immediate replacement of burned-out 





lamp impractical; flashing on and off, 
a lamp that has failed may eventually 
ruin an ordinary starter; Premium 
Mirastat protects itself, prevents 
abuse of ballast, saves power and does 
away with annoying flashing of 
burned-out lamp, in addition contains 
all regular features of popular 
standard Mirastats—Electrical Mer- 
chandising, March, 1942, 
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space and stands a little over 4 ft. 
high. 

Gas-fired line has output ratings of 
48,000, 72,000 and 96,000 btus per hr. ; 
replaceable filters remove dirt and 
dust; automatic fan control prevents 
circulation of cool air at start of heat- 
ing cycle ; new design cast iron heating 
surfaces save amount of metal used; 
limit switch stops main gas supply 
should unit overheat; gas pressure 
regulator control maintains relatively 
constant gas pressure to main burners. 

Oil-fired model provides complete 
winter air conditioning; 100,000 btu 
per hr. capacity; uses atomization and 
combustion process used in larger 
G-E furnaces; requires less than 6 
YPS Cabinet Sink sq. ft. floor space, stands little over 
5 ft. high.—Electrical Merchandising, 
March, 1942. 





Youngstown Pressed Stee! Div., Mullins Mfg. 
Corp., Warren, O 





Vodel: YPS Dual-Duty cabinet sink 
features an improved, faster means ot 
washing, drying and shining dishes; 
no mechanical parts; ordinary pres- 
sure and heat of water lines is the 
sole power of new models; 2 bowls, 
1 deep enough for light laundry can 
be opened or closed as desired; dis- 
card of dishpan made possible, porce- 
lain enamel sink top.—Electrical Mer- 
chandising, March, 1942 





Steel has joined 
the ARMY and NAVY 


. . ; } -. 
Device: Fan-type air heater for ofhces 
U | W | ep a C and stores. 
ss 8 Selling Features: Available in 5 and 





WESTINGHOUSE Heater 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 








MEXIHOT Grill 


74 kw. sizes, 230 volts, 50/60 cycles 
with an output of 17,060 and 25,590 








Dickerson Mfg. Co., Springfield, Missouri 


btus respectively ; cylindrical in shape 
with bracket designed for vertical ad- 


—— - fee 


’ : ; al esesies Device: Mexih Sarbecue sandwic : . 

\ UCH steel may be missing from its usual civilian — Bn ~ = = — justment; Corox heating element; 3 is 
4 , t sialic, : > i ssilient mounting, i 
haunts for some time because of the war. No et h.p. motor with res ya & ; 


ther material is better fitted nor more sorely needed 


to produce the weapons for a victorious democracy. 


But some day steel will be back in the thousand and 


me evervday things for civilian use. In the meantime, 


we don’t want the public to forget that the U-S-S 


emblem stands for quality in steel 


Your customers will continue to be told what this 


emblem means, through unique and compelling adver- 


tising in the trade and national consumer press. Watch 


lor it 


Send for details and reprints of it. For it is 


designed to protect your own future sales interest. 


Scu 


STEEL DOES IT BETTER 


myriads of peacetime jobs as well 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 


COLUMBIA STEEL COMPANY, San Francisco 


TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 


Steel Products Company, Chicago, Warchouse Distributors 
United States Steel Export Company, New York 
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Selling Features: Special cast griddle: 


frying space 21x8} in.; equipped 
with Dickerson engineered element— 
high heat 1200 watts, low, 300, therm- 
ostatic control; 33 in. long, 16 in 
wide; recipe book with special Mexi- 
hot barbecue solution goes with each 
machine; sliced, cooked meats such as 
pork, roast beef, boiled ham, wieners, 
hamburgers are added to barbecue 
sauce. — Electrical Merchandising 
March, 1942 


v 





G-E Packaged Furnaces 


General Electric Co., Air Conditioning and 
Commercial Refrig. Dept., Bloomfield, N. J. 


Device “Packaged Furnaces” for de- 
fense housing. 

yelling Features: 1 oil-fired model and 
3 gas-fired models, completely fac- 
tory wired and assembled; smallest 
unit requires less than 34 sq. ft. floor 


Device: 


Selling Features 


4-blade fan which operates at 1725 
rpm; mounting can be made on wall, 
ceiling and floor.—Electrical Mer- 
chandising, March, 1942 





Wabash Appliance Corp., 335 Carroll St., 


Brooklyn, N. Y. 


Silver-lined blackout bulb for 

lighting in air raids. 

Provides downlight- 
ing in a soft beam of blue light that 
is safe for indoor visibility during 
blackouts; lined inside with pure 
silver reflector lining that hides all 
filament glare and projects light 
downward; black silicate coating cov- 
ers bulb to extreme lighting end, 
which is a deep blue; consumes 25 
watts 

Price: 45¢. 
March, 1942 


Electrical Merchandising, 
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YOU'RE NEEDED IN 
THE LIGHT BRIGADE— 


TO HELP SHOW CUSTOMERS HOW TO GET MORE OUT OF LIGHT! 


} 





BETTER LIGHT CAN INCREASE MAN HOURS FOR PRODUCING 
MORE WAR MATERIALS AND MILITARY SUPPLIES 



















ON THE INDUSTRIAL FRONT! Many industrial plants 
are already increasing production by using modern light- 
ing. If better lighting could increase production only 3% 
in vital war industries—as is true in many cases—it would 
be the equivalent of adding 300,000,000 man-hours a 
year, enough to build 11 battleships. 

Some of the plants that need better lighting are probably 
in your neighborhood. Although you may not be equipped 
to sell them a new lighting system, you can show them 
how to get more out of their present lighting: by washing 
and cleaning bulbs and reflectors, re-painting walls and 
ceilings a light color, and by regularly replacing burned 
out or darkened bulbs with new G-E MAZDA lamps... 
both fluorescent and incandescent! 

















AND ON THE COMMERCIAL FRONT—Show the stores, 
offices, and other commercial places in your neighborhood 
how they can get better efficiency from their present light- 
ing systems by washing fixtures and lamp bulbs with soap 
and water at regular intervals . . . and by replacing burned 
out or blackened bulbs with right size G-E MAZDA lamps. 
Dust and dirt on lamps and fixtures can reduce light out- 
put 20% or more! Washing ceilings and walls or re- 
painting them a light color also helps. You can help by 
selling right size bulbs and seeing that these neighbor- 
hood places are kept supplied. 





AND ON THE HOME FRONT—The men and women in 
American war industries, many of whom are working on 
second or third shifts, need proper light at home as well 
as at work. Poor lighting that leads to eyestrain in the 
home tonight can affect their efficiency tomorrow. House- 
wives need good light for difficult seeing tasks. Children 
need it for studying. Men working or relaxing after hours 
at home need it. You can help your customers get more 
out of light by: 1—Helping them select right-size bulbs for 
better seeing; 2—Repairing and converting old portable 
lamps into modern better sight type lamps; 3— Pointing 


out the advantages of keeping lamps and fixtures clean. = 





ESTABLISH YOURSELF AS 
NEIGHBORHOOD HEADQUARTERS 
FOR BETTER LIGHTING! 





Stock an ample supply of General 
Electric MAZDA lamps, both fila- 
ment and fluorescent. Take advan- 
tage of the preference for prod- 
ucts that carry the initials G-E. 





Defense workers need right-size 
lamps at home to help prevent 
eyestrain. Use General Electric’s 
new Right Size Lamp Chart when 
you sell lamps to customers to 
make sure every lamp you sell is 
right size for easier seeing. 





SELL CERTIFIED FLUORESCENT 
FIXTURES 


Consult your G-E MAZDA lamp 
distributor about stocking Fleur- 
O-Lier or RLM fixtures for G-E 
MAZDA F lamps, tested and cer- 
tified by Electrical Testing Lab- 
oratories, and designed for high 
efficiency. 








GENERAL @ ELECTRIC 
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These machines ore representative examples of the 
wide variety of applications of Briggs & Stratton motors 
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FLEXIBLE SHAFT 
GRINDERS 


CREAM 
SEPARATORS 





INDUSTRIAL TRUCKS 


Fénal wsrectors KNOW— 


e: “It's Powered Right 
When it's Powered 
by Briggs & Stratton” 









In the plants of hun- 

dreds of manufacturers where gasoline- 
powered machines, tools, and appliances 
are manufactured, the highly trained and 
skilled inspectors who put their “OK” on 
completed products readily grant their ap- 
proval of the power unit when they see it’s 

a Briggs & Stratton gasoline motor. 

Briggs & Stratton precision manufacture — 
tested quality and proven performance are 


well known and accepted wherever gasoline- 
powered equipment is manufactured. 





BRIGGS & STRATTON CORP., Milwaukee, Wis., U.S. A. 
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Device: 
Selling Features 





SANI-TRAY Ice Cube Maker 


Swift Mfg. Co., 247 McDougall Ave., 
Detroit, Mich. 
Plastic ice cube makers. 
Each cube is frozen 
in an individual plastic cup—no hands 
need touch cube; Ethyl cellulose plas- 
tic used is impervious to moisture and 
will not crack at freezing temperature 
or melt in boiling water the manu- 
facturers claim; all steel tray; no 
levers, no sticking, tasteless and odor- 
less. 

Model A, 12 cube Standard size to 
fit 85% present market; Model B, 8 
cube model to fit 5 to 10% percent 
present models. 


Price: Model A, $1.95: Model B, 


$1.75; extra SaniCUBE cups, carton 
of 12, $1.10; carton of 6, 60¢.—Elec- 
trical Merchandising, March, 1942. 


v 





SILEX Coffee Maker 
The Silex Co., Hartford, Conn. 


Model: Malibu 


Parts: China 


accessories are now 
being used in the new Malibu Silex 
model—lIvory colored Silite, a vitre- 
ous china developed to withstand high 
heat is used in the upper bowl cover, 
handle and stove cup and base; all 
the other Silex features are main- 
tained in this new model, such as wide 
neck for easy cleaning: Anyheet con- 
trol which provides 10-heat facilities ; 
Pyrex glass bowls.—Electrical Mer- 
chandising, March, 1942. 





ESKOTRAY 


Modern Products & Materials Co., 205 W. 
Wacker Drive, Chicago, III. 
Device: Plastic, 1-piece ice cube tray. 
Selling Features: Easy to handle; no 
extra parts or gadgets; does not im- 
part odors or taste to ice; built with 
sturdy finger-grip enabling quick re- 
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moval from refrigerator without 
sticking; flexible—releases ice cubes 
without using water; individual cube 
cells provide greater freezing area; 
washable in luke warm water; pro- 
duces ice cubes 2} in. long, 14 in. 
deep, 14 in. wide; tray 42 in. wide, 
114 in. long; fits standard refrigera- 
tors. — Electrical Merchandising, 
March, 1942. 











EASY Washers 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Parts: Many new substitutions have 


been made in the Easy line. The illus- 
tration above of a display board 
which was shown at the Furniture 
Mart in Chicago, last January, lists 
the following parts now made of plas- 
tic: drain valve nut, was zinc; 
wringer control handle, was zinc; 
cover knob, was zinc; spindrier basket 
inner cover, was zinc; tub outlet, was 
zinc; spiralon screw. cap, was alumi- 
mum; wringer control handle, was 
zinc; wringer adjustment knob, was 
zinc; spiralon now plastic medium 
stem-type Spiralator, was aluminum; 
high-4-vane agitator, and small stem- 
type Spiralator, was aluminum; low 
4-vane agitator-and 6-vane agitator, 
was aluminum.—Electrical Merchan- 
dising, March, 1942. 


v 





VICTOR Fans 


Victor Electric Products, Inc., 2950 Robert- 


son Ave., Cincinnati, O. 


Models: 1942 Miracle Breeze fans. 
Selling Features: Model FT-12-QX 


equipped with “Magimatic” shift— 
concealed oscillator mechanism a 
simple twist of motor housing in di- 
rection of swing desired starts oscilla- 
tor mechanism; by bringing housing 
to center after completing the swing 
the fan clicks to a straight blow. 

All Victor fans except the 10 in. 
model feature the Flexaire Breeze Di- 
rector, a patented device which pro- 
duces a cooling breeze without draft. 

3-12 in. models, 2 oscillating and 1 
non-oscillating, a heavy duty 16 in. 
fan and a 10 in. fan are included in 
the new line.—Electrical Merchandis- 
ing, March, 1942. 


ae eee ne 


——— 











EL 





ut 
es 


be 


O- 
in. 
le, 


Ds 


itor, 
1an- 


using 
swing 


10 in. 
e Di- 
pro- 
draft. 
and 1 
l6 in. 
led in 
ndis- 


ING 








MAKE EVERY PAY-DAY.. 








A WAR MESSAGE 


to 


ALL EMPLOYERS 


* From the United States Treasury Department * 


Wiwninc Tus War is going to take the mightiest effort 
America has ever made—in men, in materials, and in 
money! Every dollar, every dime that is not urgently 
needed for the civilian necessities of food, clothing, and 
shelter, must, if we are to secure final Victory, be put into 
the war effort. 

An important part of the billions required to produce 
the planes, tanks, ships, and guns our Army and Navy 
need must come from the sale of Defense Bonds. Only 
by regular, week by week, pay-day by pay-day invest- 
ment of the American people can this be done. 

This is the American way to win. This is the way to 
preserve our democratic way of life. 

Facing these facts, your Government needs, urgently, 
your cooperation with your employees in immediately 
enrolling them in a 


PAY-ROLL SAVINGS PLAN 


The Pay-Roll Savings Plan is simple and efficient. 
It provides, simply, for regular purchases by your em- 
ployees of United States Defense Bonds through system- 
atic—yet voluntary—pay-roll allotments. All you do is 
hold the total funds collected from these pay-roll allot- 
ments in a separate account and deliver a Defense Bond 
to the employee each time his allotments accumulate to 
an amount sufficient to purchase a Bond. 


The Pay-Roll Savings Plan has the approval of the 
American Federation of Labor, the Congress for Indus- 
trial Organization, and the Railroad Brotherhoods. It is 
now in effect in several thousand companies varying in 
number of employees from 3 to over 10,000. 

In sending the coupon below, you are under no obliga- 
tion, other than your own interest in the future of your 
country, to install the Plan after you have given it your 


This space is a contribution to NATIONAL DEFENSE by Electrical Merchandising 
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U.S.Defense BONDS * STAMPS 


consideration. You will receive—1l, a booklet describing 
how the Plan works; 2, samples of free literature fur- 
nished to companies installing the Plan; 3, a sample 
employee Pay-Roll Savings authorization card; and 4, 
the name of your State Defense Bond administrator who 
can supply experienced aid in setting up the Plan. 

To get full facts, send the coupon below 
—today! Or write, Treasury Department, Sec- 
tion B, 709 Twelfth St., NW., Washington, D. C. 


HOW THE PAY-ROLL SAVINGS 
PLAN HELPS YOUR COUNTRY 


It provides immediate cash now to produce the finest, 
deadliest fighting equipment an Army and Navy ever 
needed to win. 


2 It gives every American wage earner the opportunity for 
financial participation in National Defense. 


3 By storing up wages, it will reduce the current demand 
e aed consumer goods while they are scarce, thus retarding 
inflation. 


4 It reduces the percentage of Defense financing that must 
be placed with banks, thus putting our emergency financ- 
ing on a sounder basis. 


ss It builds a reserve buying power for the post-war purchase 
> of civilian goods to keep our factories running after the 
war. 


6 It helps your employees provide for their future. 
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Chromel is helping to build the Browning 
Machine Gun. We’re proud we can thus 
contribute to Defense; but we hope the 
day is not far off when Chromel will be 
completely available again for the heat- 
ing device industry which came into being 
when Chromel was discovered in 1906. 
... May we point out that Chromel’s ex- 
tremely high durability helps to conserve 
nickel and chromium. . .. Hoskins Manu- 
facturing Company, Detroit, Michigan. 
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The scarcity of Chrome! for 
civilian use is due to war de- 
mands for nickel and for Chromel. 
Please bear with us. 


HOSKINS 
CHROMEL 


ELECTRICAL HEATING ELEMENT 


WIRE 
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CARS 
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PHILCO Record Cabinet 


Philco Corp., Tioga & C Sts., 
Philadelphia, Pa. 
Device Record album cabinet. 
Selling Features: Cabinet design fits 
any furnishings; hand-rubbed walnut 
top; 4-12 in. and 4-10 in. albums con 
iain 12 record pockets each. Several 
regular commercial albums can be 
accommodated so cabinet will hold 
more than 100 records; 303 in. high, 
203 in. wide, 154 in. deep.—Electrical 
Merchandising, March, 1942. 





COMPY Easy-Chair Table 


The Dietz Mfg. Co., 118 W. Pearl St., 
Cincinnati, O. 

Device: Easy-chair-table folds to brief- 
case size—opens automatically ; center 
leg adjustable to correct height of 
chair; mahogany top; fold-in triple 
compartment case for stationery; dis- 
appearing handles and bronze-plated 
snap clasp for closing and carrying 
when not in use; folding hinge support 
makes table top rigid when in use. 

Price: $7.95.—Electrical Merchandis- 
ing, March, 1942. 


v 


Kitchen Step Stools 


W oodenware Products Corp., 100 N. Broad- 

way, St. Louis, Mo. 

Device: Kitchen step stools. 

Selling Features: Steps are ribbed for 
safety; furnished plain, varnished, 
solid colors and 2-color combinations ; 
top 9x14 in., height 244 in. 

Price: $1.15 for plain finish to $2.25 for 
2-color combinations. — Electrical 
Merchandising, March, 1942. 
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EUREKA LAUNCHES 


SERVICE PLAN 


DETROIT—The importance of protec- 
tive maintenance and servicing of house- 


hold 


appliances as a factor in the 


onservation of America’s durable goods 
resources will be emphasized in a new 
program being launched by the Eureka 
Vavuum Cleaner Co., according to K. 
Wattam, service manager of the company. 

An 11-point maintenance plan has been 


drawn 


up for Eureka dealers, with the 


request that every owner be familiarized 

with these simple rules for insuring long 

and efficient cleaner life, Wattam said. 
He outlined the following suggestions: 


1. 


wn" 


6. 


10. 


11. 


Empty the dust or filter bag often 
and keep it as clean as possible, 
When the filter is plugged or 
dirty, back pressure is built up and 
cleaning efficiency drops propor- 
tionately. 


Check the bristles on the brush fre- 


quently. It does not operate effec- 
tively if it is worn and cannot make 
contact with the floor covering. If 
there is a means of lowering or 
adjusting the brush, this should be 
done on the average of everv six 
months. If there is no means of 
lowering, a new brush should be 
installed. 


Check the nozzle adjustment. It 
should be the thickness of a half- 
dollar from the floor covering be- 
fore the machine is turned on 
This allows the carpet to be raised 
in a slight arc into the nozzle, 
which in turn opens the nap or pile. 


Do not attempt to service or re- 
pair the motor yourself as you may 
do more harm than good. Call 
your dealer or authorized service 
station. When motor bearings are 
the type that require oiling, this 
should be done regularly but in 
small quantities each time, so that 
excess oil does not get into the 
motor or in the carpet. Bearings 
which need greasing should be 
serviced by sending the cleaner to 
the nearest factory branch service 
station or dealer, where the proper 
type of grease is used. 


Frequently check the carbon or 
motor brushes visually for exces- 
sive wear. They should be re- 
placed at intervals of three to five 
years. If they are allowed to wear 
excessively, serious damage to the 
armature may result. 


In the case of cleaners with belt- 
driven brushes, the rubber belt 
should be checked often and re- 
placed often. The cost is low and 
rubber stretches and loses its elas- 
ticity. Check frequently to see that 
the belt is on the shaft. 


Never remove the cleaner cord 
from the socket by jerking on the 
the cord. When not in use the cord 
should be wound loosely, avoiding 
sharp bends. 


Observe motor danger signals, 
such as a strong odor, unusual 
noise or undue sparking. When 
any of these signals are observed 
turn the cleaner off until trouble 
has been eliminated. 


Do not wash the cleaner bag or 
filter, as it has been treated chemi- 
cally. It should occasionally be 
cleaned with a brush or beated. 
When it becomes very dirty, it 
should be replaced. 


Don’t abuse cleaner by running 
it against hard obstacles such as 
radiators, etc., and don’t attempt to 
pick up sharp metallic objects 
such as nails, tacks, hair pins, etc. 


When repair of your cleaner is 
necessary, it is advisable to con- 
sult an authorized dealer or factory 
branch, where genuine parts may 
be obtained, and a full understand- 
ing of the particular make of 
cleaner is certain. 
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should your advertising in 
the Classified say? 


IN THESE CHANGING TIMES it’s important to 
cash in on the bumper crop of increased service 


business — as products in use begin to need repair. 


Your advertising in the Classified section of the 
Telephone Directory should attract prospects who 
want to place sales or get service. Naturally, it 
should tell both types of buyers what they want to 
know about your business. 


In your community there is a Directory represen- 
tative who can advise on the kind of messages suitable 
for your business. He can tell you for what purposes 
prospects refer to the Classified, and what sort of 
information they want. He can also be helpful in 
making your advertisement effective in appearance. 

Why not get the help of the Directory represen- 
tative today? Just call the business office of the 
telephone company. 
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NEWS 


PEOPLE - PRODUCTS - PLANS 








Electrical Merchandising Review of the Month 


March, 1942 





UTILITY STAGES 
BLACKOUT DEMO 


Buffalo Company Has Installed 
Unique Exhibit 





Heavy muslin, black mounting-paper or even several thicknesses of heavy wrap- 
ping peper are three effective ways to prevent light from leaking through 


windows in the well 
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blacked-out home. 


NASH AND KELVINATOR 


Divisions have been merged into a single 


departments into a single unit. 


MILWAUKEI 


Helen Scott, Marie Ciolino and Marie 
Cody, left to right, of Buffalo Niagara Electric Corporation Lighting Bureau 
demonstrate in the exhibit installed in the Electric Building. 


COMBINE AD DEPTS. 


PROUT The Advertising and Sales 
tion Departments which have 


{1 the Nash Motors and Kelvinator 


Kitchen, Range and Water 
Heater Programs To Stress 


the Corporation, according to an 
nouncement by F. R. Pierce, vice presi 


m charge of sales of the Nash Conservation 
.elvinator Corporation 
We have had this under consideration NEW YORK—Cooperative educational 
1 long time and the present situation activity on the modern all-electric kitchen 
vides us with a good opportunity to und its appliances will continue during 
ake the move,” Pierce stated. “We ar 1942 through The Modern Kitchen 
vinced that both divisions will benefit | Bureau, H. L. Martin, Manager, an- 


ombining the personnel of the two ! 


nounces, in order to keep the idea of 
electrical living before the public, to re- 
since H. G tain present 
ittle, Nash advertising director, 


his is particularly true acceptance of electrical ap- 


: previ- plian es, and to show how these 
usly had many years of experience in | appliances aid in protecting health, con- 
e major appliance business, and also | serying labor and other vital necessities 
ecause Kelvinator’s advertising director, luring the emergency period. 

|. Coward, had formerly spent so many In line with curtailed production of ap- 
years in every phase of advertising and pliances, the Bureau's national advertising 
chandising as it relates to durable and other materials will emphasize the 
xs “Save through Use” advantages of elec- 
Che new unit, to be known as the De trical appliances 
artment of Advertising and Public Rela ii 
ns, Nash-Kelvinator Corporation, will Electric Kitchen Activity 
e headed by Little, and Coward will be : , = 
ite director of advertising,” Pierce \ “Kitchen Conservation Program 


homemaker to use 

1er appliances properly, and to keen them 
operating at high efficiency, will be 
launched by the Bureau. Among the 
timely themes to be stressed in this pro- 
gram are how to get the most out of 
ippliances, how to save electricity by keep- 
ing appliances in good repair, and how 
to use appliances for the best food preser- 
vation and preparation, in order to pre- 
vent loss of healthful vitamins in food. 

Three packages, each containing three 
different advertising campaign ideas in 
keeping with the times, together with 
suggestions for display pieces, billboards, 
posters, direct mail, radio commercials, 
et will be mailed to utilities during the 
vear. This flexible material will be easily 
adapted to particular appliances in which 

| the utility may be interested, and will 
| help the utility to keep its advertising up 
to the minute. 

“It Happened in the Kitchen,” MKB’s 
full color talking motion picture, will 
form the spearhead of the electric kitchen 
ictivities for many companies. This pic- 
ture dramatizes the role of the all-electric 

kitchen in conserving labor, providing 
more healthful food, etc. 

\ clip [ newspaper reader 
articles, packed with information on use 
of appliances, planning the kitchen for 
effi iency, why appliances should be re- 
paired, and other useful data, will be is- 
sued at intervals through the year. 


planned to help the 


Les Falk Leaves Wisconsin Utility 


Merchandise sales man 
Wisconsin Ice and Coal 
mpany, 1518 North Ave., Milwaukee, is 

ess of | \. Falk, who for 
three years Nas een SuUperviso! 


W iscon- 


eT tO the 

new addr 
ast I 

‘ , 


d yperation with the 


sheet of 


Nutrition and Electric Ranges 


“Help Fulfill the Nation’s Nutritive 
Needs” will be the theme of MKB’s elec- 
tric range program. America, awakened 
to the need for sound bodies and health- 
ful food, has gone all-out for nutrition. 
Healthful electric cooking, that protects 
the vital food vitamins and minerals, has 
become an important cog in the defense 
program, and the Bureau’s national ad- 


MARCH, 


APPLIANCE PROMOTION TO BE 
MAINTAINED BY MKB DURING 1942 


vertising will stress this important story. 

Vitamins, flavor and minerals, in the 
form of three new and sprightly charac- 
ters, will appear in a continuous, year- 
round national advertising program. The 
tentative advertising schedule calls for 
four insertions each in Better Homes and 
Gardens, Good Housekeeping, McCall’s 
and Woman's Home Companion. The 
ads will occupy two columns, and be of 
the two-color type. 

“Facts about Electric Cooking,” a 
booklet filled with important information 
on increased nutrition through electric 
cooking, will be offered to consumers 
through these ads, and to utilities for re, 
sale. 

A plan book explaining the Bureau's 
range activities, and offering mats of the 
artwork used in the national ads, with 
detailed suggestions for well-rounded 
local tie-ins with this effective advertis- 
ing, will be distributed to utility mer- 
chandising executives. 


Electric Water Heater Program 

\ “Three Plank Platform for Electric 
Water Heaters” in 1942 will be provided 
by the Bureau, to sustain interest in and 
desire for electric water heating, against 
the day when there will be no more water 
heaters to sell. 

Three mailings of ideas for newspaper 
advertising, direct mail, bill stuffers, win- 
dow displays, car cards, truck posters, 
etc., will supply timely ideas for electric 
water heater activity during the year. 

MKB’s utility over-all water heater 
competition will be continued in 1942, 
with the basis of judging the entries being 
changed to give less weight to immediate 
sales, and more weight to those factors 
which are helpful from the long-term 
viewpoint. 

Since explanation of the product's ad- 
valitages is an important point in retain- 
ing recognition, there will be a window 
display competition. 

Complete details of all three “planks” 

l found in MKB’s water heater 


will he 
plan book, to be distributed soon 


EEl Sponsors Commercial 
Meetings 


NEW YORK—Announcement that the 
commercial forces of Edison Electric 
Institute will convene at Chicago again 
this spring for a General Power Confer- 
ence will be gratifying news to the in- 
dustry. This follows the announcement 
of the Statement of Commercial Policy 
by the Institute, and the adjustment of 
committee structure for assistance to a 
Victory Program. 

The dates set are March 24, 25 and 26, 
at Edgewater Beach Hotel, Chicago. The 
Conference will be preceded by Committee 
Day on March 23. 
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Clyde Calvert, Maytag dealer, Joliet, Ill., says, 


“People’s memories are short, and I’m 
mighty glad Maytag is going to keep right 
on advertising through these times, even 
though they use less space, so customers 
of the future won’t forget us. 

“We dealers can use that kind of sales 
protection from our manufacturers. And 
trust Maytag to come through with the 


announcement that they’re going to do it! 


“I’ve been a Maytag dealer for a good 
many years, and expect to be one for years 
to come. There a/ways will be Maytag busi- 


ness, and am I glad I’ve got a franchise!” 
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Sunlight Motors 


are Built for 


Lasting Quiet’ 





*One more reason why it’s 
easier to sell your customers 


Sunlight-powered appliances 
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Winner in MKB's Water Heater Window and... 











Gulf States Utilities Company, Beaumont, Texas, is the winner of The Modern 
Kitchen Bureau's fall, 1941, Electric Water Heater Window Display Contest. 
Brice L. Pettie submitted the display, and received the first prize of $100. The 
Electric Power Board of Chattanooga, Tenn., was named as winner of the second 
prize, and the cash award of $50 went to C. B. Osborne. Ten other companies 


received third prizes. 





WEST COAST NEWS FLASHES 





“Because of City Light’s foresight- 
ed preparedness,” advertises that de- 
partment in Seattle, “backed by the 
mighty resources of the Skagit Project, 
Seattle is one of the few cities in 
America where probable restriction in 
the use of electricity need not be con- 
sidered.” The city this year plans to 
continue advertising its low all-electric 
rate, advising the public to see their 
dealer or the City Light on how to 
qualify. The department will continue 
to sell merchandise as long as it is 
available and will promote the use of 
electric commercial cooking equipment. 
Emphasis of the city’s home service 
program will be placed on prolonging 
the life of present household equip- 
ment. Special classes on emergency 
feeding, quantity cooking, and infor- 
mation on food prices and food pur- 
chase will be presented in cooperation 
with Defense organizations. The great 
influx of defense workers has created 
an additional demand for ranges and 
water heaters and the department is 
hopeful that both dealers and them- 
selves will be able to obtain sufficient 
stocks to meet this new demand, ac- 
cording to P. C. Spowart, sales mana- 
ger 

* * * 


During January and February the 
Puget Sound Power and Light Com- 
pany has been sponsoring an “eye de- 
fense program”, This continues the 
light conditioning program of the fall 
months of 1941, stressing the need of 
preserving the eyesight of those en- 
gaged in defense industries by install- 
ing adequate light in the home. Light 
conditioning clinics for dealers were 
held locally by the general office staff, 
followed up by supplementary meet 
ings under the district sales managers. 
Late in January a three-day school was 
held in Seattle to acquaint dealers with 
the year’s program and sales policies 
as projected by the power company. 


* * * 


In the agricultural districts served 
by the Puget Sound Power and Light 
Company emphasis was placed during 
January on poultry and stock tank 
water heating, on farm lighting service 
and brooding. Interest in this latter 
subject will be carried over during 
February, March and April. 


+ ” * 


“It costs more to whip up a cake 
today and it costs more to make ele¢ 


tricity, too,” advertises the Washing- 
ton Water Power Company of Spo- 
kane, Wash., “but your electric rates 
are still low.” This company announces 
a plan to turn prospects over to dealers 
where customers signify a desire to 
purchase appliances, and also to shift 
appliance repairs and_ servicing to 
them. Urging dealers to enlarge their 
servicing departments, the utility sug- 
gests this as a means of filling in the 
valley of the sales curve. An active 
repair department, they suggest, 
further increases store traffic, creates 
better customer relations, increases the 
number of customers, and makes for 
more new sales by having satisfied cus- 
tomers recommend the store to neigh- 
bors and friends. 


x * * 


Farms in Idaho with dwellings 
valued at $500 and over now are 96 
percent served with electricity, accord- 
ing to a report made at the meeting of 
the Idaho Committee on the Relation 
of Electricity to Agriculture held in 
Boise during January. This is an in- 
crease over the figure of 87.44 per cent 
in 1940. Electricity is recommended 
as a war aid on the farm to save time, 
labor and money in meeting war pro- 
duction demands. 


* * * 


Electrical dealers and Idaho Power 
Company representatives from south- 
western Idaho and eastern Oregon met 
in Boise twice during January to 
view 1942 sales lines of the Hotpoint 
and General Electric Companies. Both 
companies reported large warehouse 
stocks on nearly all items, sufficient to 
supply merchandise up to 1940 levels 
during the near future. 


* * = 


Having survived three previous 
wars, the W. H. Bintz Company of 
Salt Lake City advertises its service, 
promising to serve “country and cus- 
tomers with dependable equipment and 
merchandise, reliable information and 
unflinching service.” 


* * * 


Addressing the 75,000 electric refrig- 
erator owners on its lines, the Utah 
Power and Light Company gives seven 
rules for efficient operation of this ap- 
pliance in a recent ad. A similar set 
of rules appeared in another advertise- 
ment for range users. Commercial 
users of electricty are urged to call on 
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. . « Floor 


Display Contests 


The Portsmouth, Ohio, district of The 
Ohio Power Company received First 
Prize in The Modern Kitchen Bureau's 
fall, 1941, Electric Water Heater Floor 
Display Contest. R. W. Moore entered 
the display (above) in the contest, and 
received the cash award of $100. The 
Hartford Electric Light Company, Hart- 
ford, Conn., won the second prize, with 
the cash award of $50 going to Ernest 
1. Roth. 


the power company’s service depart 
ment to furnish helpful suggestions for 
the use of electricity in accomlishing 
the best results to speed up production 


* * * 


The Utah Power and Light Com- 
pany passes along blackout suggestions 
for dealers to give their customers. 
These include providing some emer- 
gency means of cooking in the “black- 
out room”, and also the providing of 

radio equipment for that portion of the 
eters which is chosen for the blackout 
in order that the citizen may be pre 
pared to receive the necessary official 
reports and orders. 


* « * 


The Utah Power and Light Com- 
pany also announces a change in its 
policy in regard to the servicing of 
electric appliances, which is now being 
charged for in accordance with the 
company’s plan to encourage dealers 
to enter this field of the industry. The 
utility will continue in the servicing 
field wherever necessary until dealers 
become setup to handle the work. 


* * * 


“Now moved to a new location” on 
Sierra Street announces a recent ad of 
the Howell Electric Company of Reno, 
Nevada. In the same paper appears an 
announcement by the Moltzen & Fitch 
Electric Company headed by the 
statement “We have not moved”. 
These companies are two of the three 
electric firms which formerly occupied 
the same premises at 275 South Vir- 
ginia Street. 

* ~ * 


With every new Kelvinator range or 
refrigerator purchased during January, 
the Silver State Appliance Company 
of Reno, Nevada presented the cus- 
tomer wih $10 in Defense Savings 
Stamps. 

° 


’ 2 @ 


Announcing arrival of several car- 
loads of electric refrigerators or ranges, 
H. F. Saviers & Son of Reno, Nevada 
has done some extensive January and 
February advertising. They include in 
their ads a box headed “For Thrifty 
Electrical Living’, urging customers 
to (1) use all their appliances, but 
learn to do it with economy, (2) keep 
appliances clean and in first class order 
and (3) replace wornout, wasteful ap- 
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pliances with best quality new ones. A 
free booklet on “The Care and Use of 
Electric Appliances in the Home” is 
offered. Electric ironers were demon- 
strated in the store during the last 
week in January, and a $5 trade-in al- 
lowance for your old iron was offered 
on purchase of a $34.95 ironer. A pic- 
ture of the store’s own home economist 
was printed, with the offer of home 
demonstrations of the ironer on ap- 
pointment. 


te * * 


Better light to preserve child eyesight 
was the subject of advertising by the 
Sierra Pacific Power Company of 
Reno, Nevada during January. The ad 
was without signature, advising merely 
“See Your Electrical Dealer.” 


* 


The Running Water Clinic for deal 


ers in farm water supply equipment 
which was held recently at the Univer 
sity of Washington in Seattle, Wash. 


under the auspices of the Puget Sound 
Power & Light Company and the Na 
tional Water Systems Council this year 
was tied in with the problems of de 
fense. Rural water supplies will aid in 
increasing the productivity of the land 
and will release labor and power for 
other defense production, as well as 
aiding in fire protection. 


aE 


Effective February 1, the Portland 
General Electric Company of Portland, 
Oregon is discontinuing the free con 
nection of ranges sold by dealers to 
already wired homes, and is now mak- 
ing such connections at $3.50 per con 
nection. The company has in no way 
reduced its dealer promotion organiza 
tion and intends to lend as much en 
couragement as possible to dealers sell 
ing major appliances, maintaining a 
full program for the first quarter of the 
year. Advertising allowances to dealers 
may be reduced somewhat after April 1. 


a * * 


In order to protect legitimate dealers 
and the utility against unwise selling 
of fluorescent lighting by “opportun- 
ists,” the B. C. Electric Railway Co., 
Ltd., of Vancouver, B. C. is planning 
a definite promotion of fluorescent 
lighting on a sound basis during 1942. 


Tanks for the Brush-Off 


Lloyd Hertzler, G-E cleaner sales manager, 


shows visiting distributors at Bridgeport 
some of the demonstration possibilities of 
tank cleaners. The straight man in this act, 
who has just been given the lint treatment 
is A. L. Atkinson, 


section. 


manager of the cleaner 


1942 















Sell This Window Ventilator! 


QUICK PROFITS 
BIG MARKETS 





* * 





FAIRBANKS-MORSE 


VENTIL-AIRE 


Everyone wants clean, fresh, filtered air ... and the 
Fairbanks-Morse Ventil-aire meets this widespread demand 
at low purchase cost and low operating cost. It is easy to 
demonstrate, and a demonstration sells it. The F-M name 
vouches for its mechanical excellence. 


Unlimited Market 


Homes are one big, barely scratched market for the F-M 
Ventil-aire. Offices are another. Hospitals and sanitariums 
are “naturals”’ for this unit. Hay fever and asthma sufferers 
comprise still another big group of prospects. And because 
the Ventil-aire is a mew product, all these markets are new 
markets, not replacement markets. 








This One Unit Serves Five Ways! 


It brings in and filters fresh outside air, removing 99% 
of pollen, dust, and soot. Eliminates outside noises. 


It recirculates and filters inside air — eliminates cold 
zones. oe 


It brings in outside air, mixes it with inside air, and 
filters both. 


It brings in fresh outside air, filters it, circulates it, and 
exhausts it. 


5 It exhausts inside air, to remove smoke and odors, 


W NO 


4 Get the complete story on the profits you can 
ACT NOW! make selling the F-M Ventil-aire and other 
units of the complete F-M line of Air Conditioners. Send the 
coupon! 





Fairbanks-Morse & Co., Dept. C136 
600 S. Michigan Ave., Chicago 
Without obligation, we'd like to know more 


I 

| 

| 

| ik 

| about your dealer proposition on the F-M 
| Ventil-aire and other F-M Air Conditioners. 
| 

| 

| 

| 

| 


Send Coupon 


FOR THE FULL 
BIG-PROFIT STORY 


Firm name 

Address 

City State 
By 


FAIRBANKS -MORSE 


=>) 
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UNIVERSA 


“Wash-White WASHER 


Complete with 
TIME-A-MATIC SWITCH 


through personal cleanliness. 


Demonstrate to your custom- 
ers how the new big capacity 
and automatic features of 


““"Wash-White’’ Washers save 


time for war work and improve national good health 


Convince them that 


Universal Washers have what it takes in style, control 
and durability. Wire or write today for full information 


about Universal ‘‘Wash-White’’ Washers. 


UNIVERSAL 


LANDERS, FRARY & CLARK 
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Philadelphia Turns Out for Repairs 





There were 138 people at the first meeting held in Philadelphia to launch the 
new Appliance Repair Activity. It is expected that 100 dealers will sign up 


PHILADELPHIA LAUNCHES ELECTRIC 


APPLIANCE REPAIR ACTIVITY 
Big Promotion, Advertising to Back Re-Conditioning Plan 


PHILADELPHIA—Faced with an- 
ticipated appliance shortages, Philadel- 
phia, through the facilities of the Electrical 
Association, have grabbed the bull by the 
horns and launched a comprehensive Elec- 
tric Appliance Repair Activity, according 
to John A. Morrisson, managing director 
of the association. 

A preliminary survey revealed that 
approximately 160 electrical dealers in 
the territory were possessed of the neces 
sary qualifications to participate in the 
activity \ meeting was held at the 
headquarters of the Electrical Associa- 
tion (see cut) attended by 138 people 
and, within three days of the announce 
ment of the program, 56 dealers had 
signed up to actively engage in the drive 
It is expected, Mr. Morrisson said, that 
about 100 dealers will do a full time job 


Plan Book Outlines Activity 


To highlight the program, the Ele« 
trical Association have issued a_ plan 
book “for creating new business during 
the emergency.” The plan book lists five 
main purposes of the new activity 

|. To provide an activity to take the 
place of merchandise sales. 

2. To tie the dealer in with a heavily- 
advertised promotion. 

3. To create extra profits from appliance 
repair work, thus increasing floor traffic 
and stimulating the sale of such appliances 
as are available. 

4. To enable the dealer to provide a 
public service during the emergency. 

5. To spotlight the dealer as the place 
to bring appliance repairs. 


To be eligible under the Electric Appli- 
ance Repair Activity, dealers must have 
(1) an established place of business, with 
repair facilities and at least one employe 
on duty during store hours to receive 
and deliver appliances brought in for re- 
conditioning. (2) be capable of perform 
ing repairs on ordinary appliances ot 
have some who is capable. (3) carry a 
sufficient stock of parts and material, and 
(4) subscribe to the Electric Appliance 
Service Plan Code of Ethics 


What the Dealer Gets 


In return the dealer will be given a 
window shield proclaiming that his estab 
lishment is an “Approved Repair Shop”; 
he will benefit from a comprehensive 
newspaper, radio and bill stuffer promo 
tional campaign to the public; and his 
store will be directly designated, by name 
is an appliance repair headquarters in his 
neighborhood. The newspaper campaien 
vill utilize the four Philadelphia daily 
papers, 20 neighborhood papers and 15 
additional suburban papers. Further, th 
Philadelphia Electric Company will an 
nounce the plan to their 600,000 domesti 
electric customers by means of a bill en 
ysure in April and will list the names 


of the dealers approved by the Associa 


Total cost to the dealer to participate, 
providing he can fulfill the requirements 
as to personnel, parts, etc. is $10. 

The Code of Ethics, incidentally, pro- 
vides that the dealer will prefer to use 
factory replacement parts “whenever 
practicable and desirable” and, in other 
cases, replacement parts known to be of 
“equal or better quality.” 


Electric Corp. 
of America Formed 


CHICAGO—The formation of the Elec- 
tric Corporation of America comprising 
three divisions for the production and dis- 
tribution of fluorescent lighting equip- 
ment, ice cream freezers and electric fans, 
has just been announced by L. S. Maranz, 
president. Plant and offices are located 
at 222 West Monroe Street. Chicago 

The new company combines the per- 
sonnel of the Lorac Company, specialists 
in the electrical field, with the facilities 
of the Federal Fluorescent Company, and 
is backed by men well known to the elec 
trical trade 

Plans already under way, include a 
nation-wide distributor organization now 
being formed, according to Mr. Maranz 
New catalogs and literature have been 
prepared by the fluorescent division of the 
corporation and are now available to the 
trade 


First Fluorescent 





During recent house-warming ceremo- 
nies, James Cox, left, Hygrade engineer, 
presents F. A. Poor, founder and treas- 
urer of the company, with the first lamp 
manufactured in their new $500,000 
fluorescent lamp plant at Danvers, Mass. 
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NEW SALES HELPS AND LITERATURE 
FROM THE MANUFACTURERS 


GENERAL ELECTRIC APPLIANCE AND 
MERCHANDISE DEPARTMENT 


In order that home service women and 
managers of home economics departments 
may have a simplified complete story on 
nutrition, with all the latest available in- 
formation under one cover, Edwina Nolan, 
manager of the General Electric Home 
Service Section, with the collaboration of 
Dr. Helen S. Mitchell, director of Nutri- 
tion for Defense, has issued a now booklet 
entitled “How to Get the Most Out of the 
Food You Buy”. 

The booklet presents a five-star plan 
vhich offers an easy method of planning, 
purchasing, storing and cooking foods. 
G-E has incorporated no advertising in 
the book and takes only small credit for 
its preparation. 

For home service directors own use 
there will be no charge for the new book- 
let. For use in quantities, however, a 
harge of one cent per copy is being 
made 


RAILWAY EXPRESS AGENCY 


To highlight the services offered by 
Railway Express Agency’s Air Express, 
K. N. Merritt, general sales manager, 
has issued a unique “Primer for Practical 
People”, gotten out in the style of the 
famous McGuffey’s Reader. The book is 
illustrated with woodcuts and old type— 
a far ery from the modernity of Air Ex- 
press!—and answers all the questions 
which might be asked about the service. 


COLONIAL-PREMIER COMPANY 


\ new catalog showing the complete 
line of fluorescent floor and wall lamps 
is being issued shortly by Colonial 
Premier Company, Chicago, 


1] 
il, 


y 
I 


WESTINGHOUSE CONSUMER BOOKLET 


\ 32-page illustrated booklet, “The Care 
and Use of Electrical Appliances in the 
Home,” is announced by the Westing- 
house merchandising division, Mansfield, 
Ohio. The booklet will be distributed to 
the consumer by the Westinghouse appli- 
ance dealers. Some of the outstanding 
information contained in the booklet in- 
ludes: methods of using all applianees 
with economy, hints on proper care of 
appliances, household suggestions on food 
buying, menu planning, and short cutting 
household tasks. All of the appliances 


New Westinghouse Dealer Display 


manufactured by Westinghouse are listed 
and their most efficient operation methods 
are explained. 

The booklet gives details of correct 
home lighting with no electricity waste. 
Included also is a diagram of correct 
size bulbs for portable lamps, methods of 
increasing light without using more elec 
tricity and an explanation of fluorescent 
lighting—what it is and when to use it. 


ROBERTSHAW THERMOSTAT COMPANY 


Helpful information about the advan- 
tages, economies, and operation of thermo- 
static controls for commercial cooking 
equipment is contained in a new 18-page, 
illustrated booklet just issued by the 
Robertshaw Thermostat Company. The 
booklet covers various efficient types of 
thermostats for a wide range of equip- 
ment. It also presents data about savings 
and improvement in cookery through cor- 
rect use of heat, based on long series of 
tests using scientific thermostatic con 
trol. Copies of the booklet are available 
free upon request to Robertshaw Thermo- 
stat Company, 30 Church St., New York 


HYGRADE-SYLVANIA 


“The Hygrade Fluorescent Lamp Re- 
placement Plan”—a profit opportunity for 
electrical dealers is completely described 
in a new booklet recently issued by the 
company from their headquarters in 
Salem, Mass. Describing the replacement 
market, the books, folders, promotion and 
technical assistance Hygrade is ready to 
supply, and the sales helps which go with 
it, this book brings the whole story on 
one of the fastest moving businesses the 
electrical dealer can interest himself in 
during these days of appliance shortages 


G-E FLUORESCENT 


“Fluorescent—Today’s Word for Prof- 
its” is the title of a new G-E booklet 
recently issued by the Lamp Department, 
Nela Park, Cleveland. It gives the whole 
story of how a dealer can get into fluores- 
cent business and describes fully the pro- 
motional, advertising and sales help made 
available by General Electric. Dealers 
interested in identifying themselves with 
the rapidly mushrooming fluorescent lamp 
business should write for a copy of this 


book. 





This Westinghouse dealer display depicts the advantages of “vitamized cooking” 
as proved by independent laboratory tests. In the photo, F. B. Hout (right), 
range sales development manager, shows the new display to R. M. Beatty, man- 
ager of the Range and Water Heater Department. In full color, the display 
incorporates moving figures which represent essential vitamins and minerals. 
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BUILDING 
FOR 
AMERICA! 


Ricur now we are busy as the deuce... 
busy with defense contracts as well as 
the production of A-C Approved Kitchen 
Equipment. 


But we are not too busy to think of the 
future ... ours, and yours too! 


For the moment, defense of the American 
Home comes first. Making it a better place 
in which to live is our long-range objective. 
So we keep right on, within the limitations 
imposed upon us, building better sinks and 
cabinets . . . building them out of durable 
steel. 


Yes, we are building for America . . . and 
building for the home! 


Topay we can’t take on too many 
new outlets .. . because our first duty 
is to give all possible service to those 
already established. But, with an eye 
to the future ... yours and ours alike, 
we want you to know all about the 
profit possibilities of the A-C line. 
We'll be glad to have you write us for 
full details! 






AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 
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When you show customers this Grand Champion 
(Model RB-10) you have plenty of p/us features for 
customer appeal and profitable selling. It’s every inch 
full 40” 
Six-burner top with interchangeable griddle. Safety 


a champion... wide, with roomy 18” oven. 


oven pilot that can’t blow out. 


Grand’s Exclusive 
SAFE-TEE-KEE 


Locks the gas supply when range 
is not in use. The handy remova- 
ble key can be put safely out of 
reach of children. Burners can’t be 


turned on accidentally. Gas can’t 





escape nor burn needlessly. A price- 


wp less feature for home safety and 
#* fuel economy. 

. > 
te s Exclusive 


CHARCOLATOR BROILER 


The nearest thing to charcoal 
broiling. Rows of ceramic radiants 
speedy, even 
broiling. Deep broiler pan with gen- 
erous barbecuing capacity. Waist- 
high drawer rolls out of heat zone. 


GRAND RANGES 


Division of The Cleveland Cooperative Stove Co. 
CLEVELAND, OHIO 


give intense heat; 


PAGE 46 





Tire Shortage to Bring Change 


in Buying Habits, Gallagher Predicts 
With Driving Curtailed Small Dealer Will Benefit 


DES MOINES, IA.—Change in rural 
and small-town buying practices, due to 
the tire situation, was predicted in Des 
Moines recently by W. Neal Gallagher, 
executive secretary-treasurer of the Amer- 
ican Washer and Ironer Manufacturers 
Association and president of the Auto- 
matic Washer Company, Newton, Iowa. 
The national tire rationing system is 
the new hope of the country store and a 
challenge to merchants in the larger com- 
munities, he said, addressing the mem- 
bers of the lowa Retail Hardware As- 
sociation. Farmers and all others pre- 
vented from driving as far and as fre- 
quently as before will give a good share 
of their trade to the more conveniently 
located country store unless aggressive 
effort draws them further, to the larger 
centers, Mr. Gallagher asserted. 


Sell House Dresses, If Necessary 


“This is no time for retailers to stick 
to old-established trade practices and 
channels,” he declared, reminding the 
dealers of the fact that priorities, produc- 
tion cuts and rationing have taken 
washers, ironers and other wide-selling 
lines away from them. 

“If you think you can sell house dresses, 
go ahead and sell them. All of us in busi- 
ness today are confronted by the law of 
self-preservation. It may not be a so- 
called good neighbor policy to handle 
items in competition with other merchants, 
but if the situation were reversed, these 
other dealers would take whatever means 
they would deem necessary to keep them- 
selves in business.” 

With 18,000,000 household washers and 
2,000,000 ironers in use, Mr. Gallagher 
stressed the importance of dealer service 
to homemakers. “We have slogans today, 
‘Keep ‘em flying! ! and ‘Keep ’em roll- 
ing!” he said. “Let’s have a slogan for 
uppliances which serve home needs as 
directly as guns serve defense needs. Let 
it be ‘Keep ’em running!’” 

“Ask yourselves what people use in 


| 


their homes and in their businesses,” Mr. 
Gallagher advised his audience. “Then 
ask yourselves how many of these items 
you can profitably sell. The important 


| question revolving around each item sim- 





ply is, ‘Can I sell it and can I make 
money on it?’ 

“Drug stores began selling tea and 
coffee years ago, in direct competition with 
grocery stores. In the depth of the late 
depression a high-grade neighborhood 
store on Chicago’s North Side began sell- 
ing hot dogs. And once, when the Curtiss 
Candy Company’s president boasted at 
the annual salesmen’s meeting that they 
had Baby Ruth candy bars in every kind 
of establishment excepting funeral homes, 
one salesman interrupted to say: ‘Pardon 
me, but I sell to an undertaker in my 
territory.’ 


Look At the Drug Store 


“Thus it is clear that there are no 
limits to the degree by which any retailer 
can branch out and expand, and adapt his 
selling to the circumstances and the op- 
portunities that exist. Probably the most 
conspicuous example is_ the drug store. 
The real genius in that field was the man 
who introduced a line of sandwiches. The 
rush was on. You know what a big-city 
drug store is like today. You fight your 
way past an immense fountain, lunch 
tables, radios, brassieres, whiskey, corn 
poppers, toasters, footballs and alarm 
clocks, and finally you dig your way back 
to where you can buy a dime’s worth of 
aspirin. You need it by then, too. 

“We can be as amused as we please 
about such diversification but we can’t 
laugh off the success of merchants who 
have diversified. Building store traffic, 
and selling people everything which they 
need and you can stock are fundamental 
principles, more so today than ever before. 
Your future profits will be based on your 
ability thus to meet today’s fast-changing 
conditions.” 





St. Charles Tell Their 1942 Story 





P. P. Mosher (standing), 
Charles Manufacturing Co., 
seated, R. A. MacNeille, company president. 


St. Charles to 
Continue Selling 


ST. CHARLES, ILL.—Announcing that 


St. Charles Manufacturing Co. is con- 
tinuing its advertising and selling program 
into 1942, P. P. Mosher, executive vice- 
president and sales manager, told com- 
pany territory supervisors at the annual 
sales meeting recently of the activities 
the St. Charles company will engage in 
during 1942. Among these will be the 
manufacture of a complete line of cab- 
inet equipment for hospitals, and kitchen 


MARCH, 


executive vice-president and sales manager, St. 
addressing salesmen at their annual meeting. Left, 


units for defense housing projects. The 
firm is also offering a new series of 
porcelain sink units and linoleum-topped 
sinks. 

R. A. MacNeille, St. Charles presi- 
dent, made the opening address to the 
supervisors, welcoming them to the an- 
nual conference. A. T. Lewis, advertising 
manager, presented the complete adver- 
tising and selling program for the new 
year. 

Eleven of the firm’s sales supervisors, 
it was announced, increased their vol 
umes in 1941 over the previous year, and 
five of them exceeded their 1941 quotas. 
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John B. Patten, G-E dealer in Poughkeepsie, N. Y., shows Mrs. Lane the G-E 


electric kitchen she has won as grand prize for her spare-ribs recipe. 
promoted the roast-of-the-month club by radio broadcasts. 
these, and came to Patten's for her entry blank. 


Patten 
Mrs. Lane heard 
It was Patten who presented 


Mrs. Lane with a G-E range when she was declared monthly winner last year. 


SPARE-RIBS RECIPE WINS 
HOUSEWIFE A G-E KITCHEN 


Grand Prize Awarded 
in Roast-of-Month Contest 


BRIDGEPORT—Six gourmets gathered 
in General Electric Home Service Insti- 
tute, Bridgeport, Conn., February 11, and 
after being served ten prize meat courses 
in succession, selected as the grand na- 
tional prize winner in G.E.’s roast-of-the- 
month club contest, a recipe for oven- 
barbecued spareribs as submitted by Mrs. 
Robert A. Lane, of Amenia, N. Y. 

The decision of the judges makes Mrs. 
Lane the owner of a complete G.E. elec- 
tric kitchen, including refrigerator, range, 
electric sink with dishwasher & Disposal, 
and steel cabinets. 

The roast-of-the-month club 
sponsored by the water 
section of General Electric Company's 
appliance & Merchandise department, 
sridgeport, (through Maxon, Inc. adv 
agency) ran for ten months in 1941. A 
separate judging was held each month, 
and the monthly winner received a deluxe 
electric range. The ten monthly winners 
were entered in the finals at Bridgeport. 

Gourmets who judged the finals were 
Jerome Beatty, American Magazine; Ada 
Bessie Swann, Woman’s Home Compan- 
ion; Clementine Paddleford, New York 
Herald Tribune Institute; Jeanne Owens, 
Wine & Food Society of New York City; 
Lester Moffatt, editor, ELectricat Mer- 
CHANDISING and Clara Zillessen, adver- 
tising manager, Philadelphia Electric Co 

The contest was promoted nationally 
in magazine advertising by G.E., and 
locally by G.E. dealers who furnished en 
try blanks. It was not necessary for a 
housewife to purchase a G-E product, or 
to have any knowledge of electric cookery 
in order to enter a recipe. 

As a partial indication, though probably 
not an extremely accurate barometer, of 
the popularity of various types of meat 
dishes, a breakdown of the kinds of 
recipes entered in the roast-of-the-month 
club is interesting. It shows for example 
that, of the total number of 25,507 recipes 
entered, only 103 were designated as 
leftovers. This may indicate that, in spite 
of all the suggestions given to housewives 
for using leftovers, very few of them even 
yet consider leftovers as worthy of com 
petition with other meat dishes. 

Most popular type of recipe entered 
was for cubed, diced and ground meat; 
this classification covered 7,053 of the 
entries. Others in order were: 3,751 
recipes for beef dishes; 3,394 pork; 3,190 
fowl; 2,234 ham; 1,853 fish: 1,584 lamb 


contest, 
heater-range 





and mutton; 1,174 veal; 724 organs, and 
627 miscellaneous meats. 


How Does It Feel To Win a Kitchen? 


When informed that she had won the 
grand national prize, Mrs. Robert A 
Lane said she was, she guessed, “Just 
about the happiest woman alive.” A 
typical, average, American housewife, 
Mrs. Lane lives in the small, rural com 
munity of Amenia, N. Y. 

She says she first learned of the roast 
of-the-month club when she read about it 
in a G.E. range advertisement in a na- 
tional woman’s magazine. Several days 
later she heard a radio broadcast over 
Station WKIP, Poughkeepsie, in which 
J. B. Patten, G-E dealer in Poughkeepsie 
invited housewives of the area to come 
to his store for entry blanks. 





Look at the Map! 





Far-away places are in the headlines 
these days, as the President's speech 


recently reminded us. So Crosley are 
giving away a Hammond New Era Atlas 
with 1942 radio receivers. Above, Miss 
Barbara Patterson of Cincinnati holds 
one of the new ones. 
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EAS 
Proctor & Schwartz, Inc. 
791 Tremont Street 
Boston, Massachusetts 


General Elec. Appl. & Repairs 


112 West 42nd Street 
New York City, N.Y. 
Reading Electric Co 
200 William Street 
New York, N.Y 
Roberts & Roberts 
W Willoughby Street 
Brooklyn, New York 
Joseph B. Josephson 
578 East 161st Street 
‘onx, N.Y. 
Ward's Electrical Shop 
50-40 Northern Bivd 
Flushing, Long Island 
The Electric Shop 
41-24 29th Street 
Long Island City, N. Y 
J. E. Hardee Company 
144-35 Jamaica Ave 
Jamaica, N.Y 
C. M. Perrin, Inc 
87-22 Jamaica Ave 
Woodhaven, N.Y 
J. Bayer Electric Co., Inc 
66-51 Fresh Pond Road 
Ridgewood, N. Y. 
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SERVICE 


Edward Hoffman Electric Co. 
585 Woodward Avenue 
Ridgewood, N. Y. 

Meigreen Electrical Corp 
543 South Broadway 
Yonkers, N.Y. 

Wangler Electric Co 
2329 Main St., near Leroy 
Buffalo, N. Y. 

Doubleday-Hill Elec. Co., Inc 
715 Twelfth St. N. W 
Washington, D. C 

Quick Service Electric Co 
First Floor, Jenkins Arcade 
Pittsburgh, Pa 

Brentwood Elec. Sales & Serv 
2735 Brownsville Road 
Brentwood, Pa 

A. L. Fink Electric Co 
2813 Woodburne Ave 
Cincinnati, Ohio 

Electrical Service Co 
4138 Pearl Road 
Cleveland, Ohio 

Bexiey-Loudner Electric Co 
2507 E. Main Street 
Columbus, Ohio 

Cooley-Van Howe Service Co 
744 Michigan Theatre Bidg 
Detroit, Mich 





How Proctor is ‘Set Up’”’ 
to service Proctor Products 
for ‘The Duration’’ 





Proctor’s Service Station 
Pian Is Designed For YOU 


When a Proctor appliance is 
brought to you for service, 
here’s all you need to do: 

1. Select the nearest Proctor 
authorized service station from 
list below. 


2. Send it to service station. 
3. Appliance will be repaired 
and returned promptly to you. 
4. Service station bills you. You 
may bill customer. 


5. If youor customer prefer, the 
transaction may be direct be- 
tween Proctor user and service 
station. List of authorized ser- 
vice stations is also printed on 
back of user instruction book. 
IF you are interested in obtaining a 
Proctor authorized service station 
franchise write today to Dept. SP 
PROCTOR ELECTRIC COMPANY 
Sales Division, Proctor & Schwartz, 
Inc., Third Street & Hunting Park 
Avenue, Philadelphia, Pennsylvania 


AUTHORIZED SERVICE STATIONS 


Joseph J. Jones 
2842 Church Ave 
Brooklyn, N.Y 
Industrial Electric Service 
1007 Jefferson Avenue 
Toledo, Ohio 
MIDOLE WEST 
Complete Reading Elec. Co 
123 S. Jefferson Street 
Chicago, tl 
E. B. Kelly & Co 
214 S. 7th Street 
Minneapolis, Minn 
Long Electric Co 
Washington Street 
Indianapolis, Ind 
Barr-Thorp Electric Co 
27th & Holmes Streets 
Kansas City, Mo 
Kaemmerlen Electric Co. 
2318 Locust Street 
Saint Louis, Mo 
Standara Mercantile Co 
1923 Washington Ave 
Houston, Texas Los Angeles, Calif 
Douglass Electric Appl. Co J. F. Zwiener Electrical Co 
132 Davis 229 13th Street 
Dallas, Texas San Diego, Calif 
Midwest Electric Wiring Co Electric Supply Co., Limited 
323 West Colfax Ave 1186-88-90 Nuuanu Avenue 
Denver, Colorado Honolulu, Hawaii 


Chas. W. Schneck Co 
1333 N. 12th Street 
Milwaukee, Wis. 


west 
City Electric & Fixture Co. 
1022 Third Ave 
Seattle, Wash 
Ajax Electric Co 
740 Broadway 
Tacoma, Wash 
Maxwell & Franks 
First & Wall Streets 
Spokane, Wash 
Bressie Electric Co 
309 S. W. Fifth Ave 
Portiana, Oregon 
Time & Instrument Co 
222 Dooley Bidg 
Salt Lake City, Utah 
California Elec. Constr. Co 
639 Mission Street 
San Francisco, Calif 
Electrical Appliance Service 
726 West Venice Bivd 
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Frigidaire Auburn Central 
1 Paul V. Sprout, former assistant serv- Auburn Central Mfg. Corporation, man- - 
' ice sales manager of the Frigidaire Di- ufacturers of the A-( line of kitchen 
vision of General Motors Corporation, has sinks and undersink cabinets with com T 
been appointed service sales manager suc bining base and wall cabinets, has an- as 
eeding Virgil A. Hetzel, who died in nounced the appointment of Mr. N. ¢ of i 
December. Ferreri as vice-president in charge of beer 
sales. tion 
Chi 
R 
pro} 
to | 
thei 
PAUL V. SPROUT N. C. FERRERI 
Mr. Sprout has been connected with _ Mr. yeaa por oat accepting ye ann 
Frigidaire, in the Service Department, tion as general sales manager of Auburn 
+ Ww A T E g p a ©] @) F I 7 ©] N I N G since 1927, starting in the Technical Di- ( entral in I ebruary, 1941, ao salir: ociated 
vision. He served in this division one with Truscon Steel of Cleveland. 
year, being transferred to the Organiza- 
tion Division until appointed office man- 
ager in 1932. Chrysler Airtem 
SUNLITE . In January of 1936, he was promoted 7 P 
to the position of assistant service sales Dewey H. Dolison, refrigeration, heat- , 
manager, serving in this capacity until his jing and air conditioning expert, has been Re 
WATERPROOF present appointment as service sales man- appointed district manager for the Air- : - 
ager. temp Division, Chrysler Corporation, in Yo 
IRONING PAD SET the Chicago territory, according to an- o 
nouncement by Paul B. Zimmerman, vice- Re 
X\ 
Robertshaw Thermostat Company 
Appointment of T. T. Arden, as vice 
, os | resident < yenera anager of Grays« 
[he best electric iron performs no better esident and general manager of Grayson 
Heat Control, Ltd., Lynwood, Calif., a 
than the pad under it. Like the modern, division of the Robertshaw Thermostat bee 
; i | Company, largely engaged in defense vis 
high-speed train, it’s the “road bed” that ictivities, is announced by John A. Rob suc 
= ; Se é | ertshaw, president of the parent company bec 
counts. That’s why we say to you “electric ha: 
iron performance depends upon the pad”, 
and that’s why we say to you investigate 
Packaged in an attractive cate , ? 
three color box. waterproof ironing. ) 
In: 
, : , , - , ele 
The surface of the Sunlite Ironing Pad is protected with waterproof 
and heat resisting Koroseal,* a magical new plastic development. D. H. DOLISON 
Because the surface of this pad is protected with Koroseal,* steam and 
ae - ; : president and general sales manager. 
moisture cannot penetrate—they stay on the top of the pad where Siiteae enn at aun tien eis Gem Gan 
they are quickly evaporated. With this rapid evaporation, a layer of eral Refrigeration Co. as manager of the 
: : ¢ Cleveland branch. He was one of the 
steam forms under the iron so that it actually glides as if it were organizers of Temprite Products Co. oi 
. Detroit, and during recent years worked 
on wheels. with the General Electric Co. on refriger 
ation, heating and air conditioning. 
T. T. ARDEN 
Customer satisfaction suggests you combine this $2.95 ironing pad set 
with every iron you sell. Accordingly, you increase your profit on \ large part of the Grayson plant's 
the flatiron 33, and your customer is highly satisfied with the time facilities have been converted to muni- 
¥ F tions manufacture, in addition to its 
saving and ease of operation. production of thermostats, time controls, 
and safety pilots for civilian and defense 
needs. 
4 Trade Mark of the B. F. Goodrich Co. 
Philco Corporation E 
» - 7 . . di: 
> . ° . : 
THE SUNLITE MFG. COMPANY J. G. Green of Milwaukee, Wisc., has 
been made assistant general manager of m 
MILWAUKEE, WISCONSIN the Storage Battery Division of Philco D: 
Corporation, it was announced recently 
SOLD FROM COAST TO COAST THROUGH by M. W. Heinritz, general manager oi ec 
<— asi ee : the Division. Mr. Green began his work 
LEADING DISTRIBUTORS with Philco on February Ist. WILLIAM KEARNY FI 
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William Kearney, long experienced in 
marketing of heating, cooling and refrig- 
eration equipment, has been appointed 
district manager for the Dallas, Texas, 
territory, according to another announce- 
ment. During recent years, Kearney has 
been sales representative for Universal 
Cooler Corporation. 


Electric Corporation of America 


The appointment of James P. Kennedy 
as chief engineer in charge of production 
of its fluorescent lighting division has just 
been announced by the Electric Corpora- 
tion of America, 222 West Monroe Street, 
Chicago. 


Remington Rand 


Remington Rand, Inc., announce the 
promotion of Ralph P. Fahey as assistant 
to J. S. Engel, general sales manager of 
their Shaver Division. 





RALPH P. FAHEY 


Mr. Fahey has been connected with 
Remington electric shavers since their 
introduction in 1937. During the New 
York World’s Fair he acted as exhibit 
manager for the mammoth exhibit at 
Remington Rand Hall. 


Ogden, Utah, League 


Ed White, manager of Lowe’s, Inc., has 
been elected president of the Ogden di- 
vision of the Electrical League of Utah, 
succeeding Reed Smith, who automatically 
becomes vice president. A. N. Vendall 
has been reelected as secretary. 


Washington, D. C., Institute 


At the annual meeting of the Electric 
Institute membership held recently, newly 
elected officers for 1942 were instalied. 





GEO. F. KINDLEY 


These officers are as follows: 

President, Geo. F. Kindley (Vice. pres. 
Edgar Morris Sales Co.—Westinghouse 
distributor) ; 

Vice President, Chas. J. Allen (Dist. 
mgr. Balto.-Wash. Division Frigidaire 
Div., Gen. Motors Sales Corp.) ; 

Treasurer, F. C. Schneider (Partner, 
C. Schneider’s Sons—specialty dealer) ; 

Secretary, M. J. Dex (Owner, District 
Electric Co.—specialty dealer). 











This 


Back IN ’17 ponderous equipment and 
slow-moving stabilized fronts were enough 
to win wars. 


Not so today. Speed — on land, on sea 
and in the air—is America’s war-time 
watchword. So it is only natural that 
tremendous tonnages of ARMCO iron and 
steel sheets are used in today’s light, fast, 
mobile equipment. 


Virtually all of ARMCO’s production, as 
throughout the entire steel industry, is 
behind America’s drive to Victory. Troop- 
carrying trucks and combat cars, parts for 
aircraft and ships, portable runways and 
drainage for airports, air-raid shelters, 
mess equipment, powder cans and land 
mines are only a few of the many uses for 
ARMCO sheets. 


And even as the ARMCO-invented 
continuous mills roar defiance to the 
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is a SHEET-STEEL WAR! 





A rough-andtumble Army “jeep” made of Armco Steel 


dangerous challenge, ARMCO’s Research 
Laboratories are working on new and 
better steels, both for these grim days 
and for the days of peace. 


Meanwhile, as porcelain-enameled ap- 
pliances become scarcer, remember that 
ARMCO sheet metals are being used for 
America today so there will be Americans 
to use them tomorrow. The American 
Rolling Mill Company, 861 Curtis Street, 
Middletown, Ohio. 
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THE UNITS THAT FIT ALL RANGES 





CUT INVENTORIES TO THE BONE / 


BETTER COOKING 
° 

EASY CLEANING 
° 

THREE TO SEVEN 

COOKING HEATS 


© 
COOKING SPEED 
° 


ECONOMY 


by keeping a limited stock of Chromalox 
units—either Super-Speed or Heatflo types 
—and serve the replacement needs of 
every electric range in your territory. 


Carry a few Chromalox assemblies in 
your service truck, with a supply of inex- 
pensive snap-on adaptor rings, and you're 
ready to fit any range unit opening, with 
on-the-spot service. Every replacement job 
makes a Chromalox booster. Write for de- 
tails about these units. 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 








© Last call for circulating fans for 1942 season. 
Smart jobbers will place orders at once, with 
the assurance that Victor will distribute its 
supply as fairly and impartially as possible. 
Order now! 





FIVE VICTOR MODELS FOR 1942 


FS 10OX — 10” osc., single speed. 


we FS 12x— 12"non-osc., single speed. 
*%& FT 12Q— 12" oscillating, 3 speed. 
% FT 1690 — 16” oscillating, 3 speed. 


%& FT 12QX — 12” oscillating, 2 speed, 
Magimatic shift. 


% Equipped with Flexsire Breeze Director. 











\ JICTOR ELECTRIC PRODUCTS, Inc. 


2950 ROBERTSON RD.., 
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Home Service Gals Learn Some Maintenance 





Frank Nester, of the Vacuum Cleaner Division at Landers, Frary & Clark and 
Howard Schott, designer of Universal appliances discuss the care of Universal 


cleaner. 


Left to right: Grace B. Parker, Grace B. Momm, Ethel L. Young, Con- 


necticut Power, Frank Nester, Howard Scott, Landers, Frary & Clark, Doris Minor, 
United Illuminating, Bessie Lewis, Connecticut Power Co. and Kathleen Hunt, 


United Illuminating. 


Universal Features Clinics 
On the Care of Appliances 


NEW BRITAIN, CT.—Stressing the 
care and conservation of Electrical Ap- 
| pliances. Universal recently started a 





series of clinics designed to instruct those 
engrossed in the field of Home Econom- 


ics about the proper use and care of 
electrical appliances. This program is 
part of Universal’s so-called “Double 


Duty in Defense” program designed to 
Defend and Extend Better Living. Look- 
ing toward the future when curtailment 
of new appliances will reduce consider- 
ably the supply available for consum- 
ers . . . Universal plans to instruct con- 
sumers on the use and care of these 
appliances so that throughout the defense 
period the greatest use may be obtained 
from them 

The “Connecticut Use and Care” 
Clinic conducted at Universal’s Home of 
Electrical Living included Connecticut 
Power and United Illuminating Home 
Economists in addition to Economists 
training at the University of Connecti- 
cut located at Storrs, Connecticut 

During this clinic discussion centered 
yn the purchase and preservation and 
preparation of foods, the use and care 
of appliances performing these functions 
and the repairing of appliances in the 
home 


No Shortage in Light 
Bulbs Likely 


Tungsten Available for Normal 
Needs 


CHICAGO—Despite rumors to the con- 
trarv, tungsten for use in light bulbs is 
available in adequate quantities to supply 
normal needs, spokesmen for electric lamp 
manufacturers declared in Chicago re- 
cently 

Enough wire for six to ten months’ re- 
quirements is already in stock with some 
of the major manufacturers. Also the in- 
candescent lamp industry uses a rela- 
tively small amount of the metal, which 
is also used for steel cutting tools, mag- 
nets. and armor piercing bullets. 

While imports come mainly from China 
and British Malaya, recently the Ameri- 
can government is attempting to expand 
sources in Latin America and production 
has been increasing in Bolivia, Peru and 
Argentina. World output is about 28,000 
tons a year. 

There will be no shortage in light 
bulbs the manufacturers said, unless some 
unforeseen government regulations inter- 
vene 


MARCH, 


| SCHENECTADY, N. 


| War Time, 8:45 
| Time, and 7:45 P.M., Pacific War Time. 





G-E Announces New Radio 
News Program 


Frazier Hunt to Conduct News 
Broadcast Over 48 Stations 


Y—A new 15- 
minute radio news program, to be car- 
ried three times a week over 48 stations 
of the Columbia Broadcasting System 
and seven FM stations of the American 
Network, beginning Tuesday evening, 
March 3, has been announced by Robert 
S. Peare, manager of the General Electric 
Company’s Publicity Department. The 
program is sponsored by the G-E Radio 
and Television Department. 

Frazier Hunt, famed writer and world 


traveler, will conduct the broadcast 
Tuesday, Thursday and Saturday eve- 
nings. He will appear on 20 stations in 


the east from 6:00 to 6:15 P.M., Eastern 
War Time, and will do a rebroadcast 
for the remaining 28 Columbia stations 
so as to be heard at 9:45 P.M., Central 
P.M., Mountain War 


He will be heard on the seven FM radio 
stations at 6:30 P.M., Eastern War Time. 





Frazier Hunt, G-E's new news broadcaster, 
looks over an electron tube with Dr. W. R. 
G. Baker, G-E radio engineering head. New 
G-E broadcast will be carried over 48 sta- 
tions, three times a week. 


In addition to presenting the world 
news service in a new pattern, Mr. Hunt 
on each broadcast will briefly acquaint 
his listeners with the rapidly expanding 
field of electronics, and the major part 
General Electric is playing in that field. 
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PLANNING FOR FLUO- 
RESCENT LIGHTING 
MAINTENANCE 


By E. W. Beggs 


Westinghouse Lamp Division 


Bloomfield, N. J. 


LTHOUGH fluorescent lamps have 
4 Xan extremely long average life, they, 
nevertheless, wear out and eventually 
burn out or fail in service. When this time 
comes, the old lamp must be replaced by 
a new one. The fixtures should be so 
designed and made that lamps can be 
easily replaced and the location of the fix- 
tures should be chosen to provide for 
ready access to them for maintenance. 

It is impossible to predict when each 
individual lamp will burn out, but it is 
quite possible to predict the number of 
lamps that will fail in any given group 
of lamps used over a definite period of 
time. Since the initial lamps are all new, 
few, if any, fail during the first few hun- 
dred hours of service. As the group of 
lamps ages, however, and increasing num- 
ber will burn out with the rate of mor- 
tality greatest at or near the average life 
point. A few will remain in service for 
a considerable period of time. With the 
average run of fluorescent lamps, however, 
there is a fairly wide spread in life, and 
about half of the first lamping will fail 
in a period equal to about one-third the 
average life of the lamps. 

The mortality curve follows the life 
cycle of the first or initial lamping only. 
From it the following conclusion may be 
drawn: 


1. About half of the lamps will 
have burned out when the average 
life point is reached. 

2. A few lamps will burn out 
quite early. 

3. A few lamps will live far 
beyond the normal life expectancy 
of the group. (Note: The average 
of the group cannot be determined 
until these lamps have burned 
out.) 

4. Most of the lamps will burn 
out near the average life point. 

5. The rate of failure varies 
widely, rising gradually to a peak 
at the average life point and then 
diminishing as new lamps are in- 
stalled. 


Consider a defense plant with 10,000, 
40-watt lamps burning 20 hours a day 


and 25 days a month throughout the 


year. The relamping problems here are 
startling. 

Substituting in the formula and com- 
puting the average number of replace- 
ments ultimately to be required, that is, 
10,000 times 500 times 12 divided by 2500 
equals 24,000 lamps to be replaced per 
year, or 2,000 lamps per month after the 
first few relampings. That would be a 
sizable maintenance job, but the ultimate 
average replacement rate of 2,000 per 
month is only about half of the peak re- 
placement rate that occurs at approxi- 
mately 2,500 hours and again at approxi 
mately 5,000 hours. 

The replacement curve reaches a peak 
of almost twice the average replacement 
rate after the lamps have burned about 
2,500 hours. This means that whereas 
2,000 per month or about 80 lamps per 
day would be relamped after the replace- 
ment curve levels out, over 130 lamps 
per day would need to be replaced during 
the first peak period which, in this in- 
stance, would occur at about the fifth 
month. 


When to Remove a Lamp 


It should be noted that the flourescent 
lamp blinks on and off when it reaches 
the normal end of life. This blinking is 
caused by the high voltage that develops 
in the lamp when the emission material 
is worn away from both of its electrodes. 
This high voltage causes the glow switch, 
normally used, to switch the lamp alter- 
nately on and off. Blinking should not be 
permitted to continue for more than an 
hour or so or the starters will be de- 
stroyed and perhaps the ballast will be 
overheated and damaged. This means that 
all of the above requirements, ready 
access to the fixture, proper fixture de- 
sign for quick relamping and maintenance 
planning are especially important; other- 
wise, the switch damage and possible bal- 
last damage will represent extra operating 
cost of the lighting system. 

Special cutout devices are now avail- 
able to prevent the blinking from con- 
tinuing beyond the danger point. The 85- 
watt, type RF, lamp now requires no 
starter. Therefore, in certain instances 
this becomes an advantage from the main- 
tenance - standpoint of sufficient im- 
portance to be considered in planning the 
lighting installation 








At a sales conference held recently in New York City, division sales managers 
and other key sales executives of the Lighting Division of Hygrade Sylvania Cor- 


poration are seen discussing plans and sales objectives for 1942. 


Presiding 


over the conference, Charles G. Pyle, general sales manager, outlined the tasks 
to be accomplished during the year and explained the thinking of the manage- 
ment on the problems being encountered during this period of emergency. 
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Iw at his long life, Father Tele- 
chron has never been so busy before. 
He really looks like twins these days, 
because he’s doing double duty! 





With one hand, he’s producing ac- 
curate, dependable electric timekeep- 
ers—and with the other, he’s turning 
out accurate, delicately balanced 
parts and instruments for America’s 






SEMESTER, Model No. CH7!11. 
Handsome alarm clock. Brown 
plastic case. Retail, $4.95.* 


war machine. 


You can be sure, however, that the 
Telechron clocks he is able to deliver 
will have the same accuracy and de- 
pendability that have always distin- 
guished them in the past. . . . That's 
a promise. 


PATRON, Model No. 2H13. 
Kitchen wall clock. Metal case. 
Choice, four colors, #2.95.* 


* Plus Federal Tax. 


UL ELECTRIC CLOCKS 


REG. U. S. PAT. OFF. 


ALL with the famous self-starting Telechron motor, sealed in oil for silence and long life. Warren 
Telechron Co., Ashland, Mass. Prices and specifications subject to change without notice. 
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ACCEPTED STANDARD 


Since the first applications of elec- 
tric heat . . . NICHROME”* has 
retained its place as the standard 


alloy for heating elements. 


DRIVER-HARRIS (09712202721 


HARRISON NEW JERSEY 











IMPORTANCE 


Right now it's an all-out effort for Victory—but in the 
years ahead we shall make Signal products the ultimate 
in quality and price, as in the past 50 years. Quality is 
still our principal product. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices in all 
principal cities. 
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The Hawaiian Electric 


Carries On 


Pearl Harbor Did Not Stop 
Appliance Sales 


HONOLULU, H. I—No one injured 
and the property intact, is the report from 
the Hawaiian Electric Company in 
Honolulu, where business still goes on, 
though not as usual. The company plans 
to carry on its sales activities as previ- 
ously so far as possible, modified by an 
inevitable loss of personnel to the armed 
forces and to the mainland and by diffi- 
culties in delivery of merchandise. For | 
instance, ranges are now available for | 
sale, but there is a scarcity of installa- 
tion material. On water heaters, pressure 
relief valves seem to be difficult to ob- 
tain. Air conditioning units are “frozen” | 
by the U. S. Engineers. The sale of | 
lamps, of which there was an abundance 
when the blow came, has been restricted 
wing to the strict blackout regulations 
enforced. However, there may develop 
1 field in better home lighting as more 
people stay at home and make proper | 
provision to darken windows. 

Immediately after December 7, sale of | 
smal: and large appliances dropped off 
to nothing, according to C. F. Nolan, | 
manager of the promotion department, | 
the sale of small appliances for | 
hristmas gifts, revived to encouraging 
roportions immediately before the holli- | 
lay. Advertising has been continued and | 
he company plans to carry out its full | 
rogram of advertising throughout the 





| 


Dealer morale is good, but for various 
»bvious reasons many of the smaller deal- 
ers have had to drop out. Salesmen are 
lrapidly disappearing into the forces or 
defense work. 

Other features of Honolulu life besides 
the complete blackout have been the al- 
most entire elimination of crime under 
| martial law, a limiting of cash holdings 





| to $200 a month, a ban on all alcoholic 
beverages and censorship of mail 


Officers of the Electric Association of 
the Niagara Frontier were elected at a 
meeting of the board of directors of 
the association in the Buffalo Athletic 
| Club. They are: Seated, left to right, 
president Raymond W. Mitchell and 
vice president Robert D. Glennie; stand- 
ing, left to right, treasurer Richard 
Wahle, Executive Committeeman Wel- 
don D. Smith, vice president Edward T. 
Ball and manager-secretary Samuel S. 
Vineberg. 





MARCH, 1942—ELECTRICAL MERCHANDISING 











LADIES’ HOME JOURNAL — 
The Good Housekeeping 


erican Woman's 
eekly Home Companion 


WOMAN'S Bez1,, 
DAY 





WAGNER ADS 
IN THESE MAGAZINES SELL FOR YOU! 


You're missing a “big bet” if you are not 
featuring WAGNER Carpet Sweepers. House- 
wives need and want the WAGNER easier, 
faster “PICK-UP.” Have you the latest 
WAGNER Display Material? Order from your 
favorite appliance distributor or write us. 


E. R. WAGNER MFG. COMPANY 
Dept. EM, Milwaukee, Wis. 








Don’t BE a 
“Back Number’ — 
Order It 

Today! 


To keep up-to-date in these 
rapidly changing times 
you’ve got to maintain your 
file of 


ELECTRICAL 
MERCHANDISING! 


Back issues of this publica- 
tion are at a premium. If 
you don’t believe it, try to 
pick one up in any second- 
hand magazine shop. So 
check up—and order your 
back numbers NOW! 
There’s no premium — as 
long as the supply lasts: 


25e the copy (except Jan- 
uary, 1942 which is $1.00) 


Address 


“Publisher™ 


ELECTRICAL 
MERCHANDISING 


330 W. 42nd St., New York, N. Y. 
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steel and other materials that might 

have gone into electric ranges and 
other appliances take their place in 
America’s all-out Victory program. 


A NEW ship slides off the ways. The 


As a result Cavalier Electric Ranges will 
be strictly limited in number in 1942. 
But there will be no limit on their qual- 
ity. Whatever number we are allowed 
to build, we'll divide as fairly as we can 
among our dealers and distributors. 


Victory’s cost is large—but not nearly 
so large as the cost of any course short 
of victory. A large part of Cavalier’s 
production facilities are already devoted 
to war goods’ manufacture. We expect 
to do more. But even now we are look- 
ing forward—as you are—to the day 
when electrical appliances, including 
Cavaliers, will take an aggressive posi- 
tion in bettering the living conditions of 
a peaceful nation. 


CAVALIER Cool-Kitchen Ranges 














Cavalier 


ELECTRIC RANGES 
& WATER HEATERS 


OFWs Vel-b al Oleh a oleh ata lesa’ 
Chattanooga, Tenn 














OPA Lamp-Man 





James Gould, Jr., portable lamp sales spe- 
cialist of the Miller Company, Meriden, 


Conn., has been appointed to OPA, headed | 


by Leon Henderson. Mr. Gould will act 
as senior business specialist for the Portable 


| Lamp and Shade Industry. 





Ray-O-Vac Contest Winner 
Announced 


BLOOMFIELD, N. J.—George Barber, 
division manager N division, Ray-O-Vac 
Company, has just been announced as 
winner of the 1940-1941 Westinghouse 
Ray-O-Vac Contest on Westinghouse 
Mazda lamps. The announcement was 
made by B. H. Sullivan, general sales 
manager, Westinghouse lamp division, 
Bloomfield, N. J. Mr. Sullivan presented 
Mr. Barber with a silver cup, emblematic 
of outstanding achievement. 

An additional award of $100 was di- 
vided among the men in N division who 
had contributed most to winning the con- 
test. Division N is located in New York 
City and includes the New England, New 
York, New Jersey territory. 


Schick Production To Be 
Cut in 1942 


| STAMFORD, CONN.—K. C. Gifford, 


vice president in charge of sales and ad- 
vertising of Schick Incorporated, an- 
nounced that in view of the armament 
production to be undertaken by Schick 
this year which will utilize at least fifty 
percent of production facilities, the elec- 
tric shaver firm anticipates a lower pro- 
duction rate during the current year 
than in 1941. 


No accurate prediction of shaver pro- 


duction can be projected, said Mr. Gif- 
ford, but no plans have been made as yet 
for allotment of shavers to the trade. 
Orders will be accepted in the order in 
which they are received until the demand 
exceeds substantially the firm’s ability to 
produce. 





Egg-Cooker Display 





oo 


WANKSURAT 


The display above goes free with Hanks- 
craft's latest egg-cooker offer which costs 
$16.36 and sells for $28.20. Whole deal 


comes in one carton. 
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CORY-brewed coffee is rich, delicious, wholesome. CORY complete 
de luxe equipment includes: Hinged Decanter Cover; Safety Stand Funnel 


Holder; accurate Coffee Measure; CORY Glass Filter Rod. The special 
Corning heat-resisting glass is platinum decorated. $2.95, up. 


Jeatured with every CORY Brewer 
THE CORY Glass FILTER ROD 


MILLIONS USED WITH OTHER MAKES 


Brews delicious coffee and tea without metal 
contact. No cloths, hooks, springs. A profit- 
able seller at 50 cents. 





Vf A Hit! e « The CORY "Authorized Dealership” win- 


1 dow-pane "Decal" and NEW Special Deal which includes complete 


CORY GLASS COFFEE BREWER CO. 


NOT INC 


325 North Wells Street 





kit for supplying CORY replacement parts. 


Chicago, Illinois 











No Other Type of Heating Gives 


So MUCH HEAT per Pound of 


METAL as the Uaporzing Tyne 
Oil Burner ! * * * 





Controls 


Today, in the Wartime Production centers of the 
country, thousands of families depend on Vaporizing 
Type Gravity Feed Oil Burning Appliances for health- 
ful, low cost heating. And these appliances are 
bought in complete confidence of their service-free 
efficiency, their fuel-saving economy — because of 
A-P DEPENDABLE Oil CONTROLS, standard equip- 
ment on the majority of leading appliances. 


Retailers selling these important Appliances have 
learned to insist upon the A-P DEPENDABLE CON- 
TROL — for it’s practically a guarantee of complete 
satisfaction in steadily controlled heating at a mini- 
mum of fuel consumption. Point out the A-P Control 
on YOUR Appliances .. . and tell your customers of 
the added convenience and economy of A-P THER- 
MOSTATIC HEAT REGULATOR SET. Can be easily 
installed on any A-P equipped Heater. 


% Write for your FREE copy of the AUTOMATIC PRODUCTS COMPANY 


new “A-P Album of Space Heater aca” Nar oseeene rene? 


Selling.” MILWAUKEE ® WISCONSIN 


Dassen Larni 
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AMERICAN 
HOMES 





WITH EFFICIENT 
CLEANING TOOLS AND 
HANDY-KARRY-KIT 


THE 
Nationally Advertised 


CADILLAC 


Cylinder Type 


VACUUM CLEANERS 
NEVER HAVE BEEN 


FOUND WANTING 


The superior construction . . . the 
2 speed control .. . the efficiency of 
its powerful dual suction fans . . . all 
combine with many extra features 
and eye appealing beauty to make 


CADILLAC 
THE CLEANER WOMEN 
WANT TO BUY. . AND 
DEALERS LIKE TO SELL 





Vital Army and Navy re- 
quirements are limiting our 
production. We urge your 
co-operation with your dis- 
tributor in anticipating your 
needs. 











CLEMENTS MFG.CO. 


6666 So. Narragansett Ave., Chicago, Ill 
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UNDISPLAYED RATE: 


$1.00 per line per insertion Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 consecu- 
tive insertions of undisplayed ade. 





WHERE TO BUY 


Parts, Service & Accessories 


DISPLAYED RATE: 


$12.25 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one column. 
There are 4 columns—48 inches to a 
page.) 

















RUBBER UPHOLSTERED 






SAFEGUARD “\ 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, 
ranges, radios, kitchen cabinets, ete. Only truck 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout. Several 
convenient sizes. Descriptive circular and prices 
on request. 
ORANGEVILLE MFG. CO. 
Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 








ALTER SERVICE IS PROMPT 


—and we have everything you need in 


AIR CONDITIONING 
and REFRIGERATION 
PARTS and SUPPLIES 


Write for tree catalog. 
Please use your letterhead. 


THE HARRY ALTER CO. 


1728 S. Michigan Ave., Chicago, Ill. 


A cureaee BRANCHES, NORTH, WEST, SOUTH 
NEW YORK PHILADELPHIA BRONX JAMAICA 
NEWARK DETROIT CLEVELAND ST. LOUIS 








TRUCKS 


FOR HANDLING ALL 


REFRIGERATORS 
and RAN G ES 


No. 102 BALANCE TRUCK 
“it Lifts and Carries the 
Load’’ 

















CASTER X-75 TRUCK 
-—— all Seerteertors 
oe nges with 

Safety 





A... So, S —— oes | 
etr erators «a 
vatection for the 


finish of cabinets. 


Heavy Brown Duck, quilted 
4 apart with a thick lay- 

of cotton stitched in. 
Sit: Back adjustable er 
ture for special siz 





) TRUCK CO. FINDLAY, OHIO 





® Catalog of . 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices! 
MIDWEST APPLIANCE PARTS CO. 
2722 W. Division St. Chicago, Il. 











SPECIALTIES 





Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board pads 
and covers, washer and ironer covers. Ohio 
Textile Specialty Co., W. 64th, Cleveland, O. 








SELLING : 
EMPLOYMENT : 
UNDISPLAYED 
15 Cents a Word, Minimum Charge $3.00. 
POSITIONS WANTED (full or part time 
salaried employment only) '/2 the above 
rates payable in advance. : 
BOX NUMBERS—Care of publication New 
York, Chicago or San Francisco offices 
count as 10 words. 
DISCOUNT of 10% if full payment is made 
in advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


——— RATES ——— 


: MERCHANDISE 
: BUSINESS 
DISPLAYED 
INDIVDUAL SPACES with border rules for 
gee oe display of advertisements. 
he advertising rate is $8.00 per inch for 
all advertising appearing on other than a 
contract basis. Contract rates quoted on 


request. 

AN ADVERTISING INCH is measured %"' 
vertically on a column—4 columns — 48 
inches to a page. 














PLUG INTO BIGGER PROFITS 


with Vacuum Cleaners Re-Nu-Vated 


by MILBERN 





ae 








@ Milbern’s low-priced sales builders 
keep your customers coming back because 
they are kept satisfied. Kickbacks and 
headaches are out; you keep your profits. 
All leading brands . . . perfectly rebuilt 
from brush to handle grip. Once sold 
with a Milbern Re-Nu-Vated, customers 
stay sold! . .. write for interesting price 


WILBERN VACUUM CLEANER CO. 


“Recreators of Vacuum Cleaners” 


241 W. 23rd Street New York City 
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Representatives Available 
ESTABLISHED SALES REPRESENTATIVE 


; Handling nationally known lines with 25 
bi 

aon FREE srreviso7i | Arta, @ years of acquaintance and selling to the 
4 - Sebeit the NAME Automobile, Electrical, Hardware, House 
deeds Uae os Ge ee ee furnishing, Department stores, Hotel, Gift 
4 ‘ and Variety Store dealers, desires to make 
selling connections on anything for the home, 
4) we ed?) 9 49515,4) on a commission or distributor basis. Terri- 
[IDEAS 1234 seoapwar- “maw youn- AT 34 ST: tory covered South half of Illinois, Western 
Kentucky, Western Tennessee, Eastern Ar- 
Phone UOmgocre $-3068 kansas and Western Missouri. Bank refer- 
PATENT ATTORNEY — PROF. ENCINEER ences. Reply SA-603, Electrical Merchandis- 

ing, 52 .. Michigan Ave., Chicago, Ill 
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— <n High Taxes Will Not Re- | 
G duce Installment Buying 5 
= 
P 22900 
FLUORESCENT CHICAGO—That higher taxes will not 
materially reduce the volume of install- 


ment buying, because higher wages and 


decreased unemployment probably would 

act as more than a balance, is the opinion 
Be . : 

of John D. Kemper, general credit mana- 


| ger for Mandel Brothers department 


NY ol-1-1e Amelie ME -tiilel| lil am olgele | lon 











In the Replacement Market store in Chicago, and chairman of the : ; : 
credit management division of the Na- itelammaa-telelig— A aiitcveMelgehariuil-ta 
tional Retail Dry Goods Association. 


Government restrictions, discouraging 
installment buying with a view of divert- 
ing funds into savings and at the same 


time curbing demand and price rises, are 
the major factors facing installment buy- 
ing, he declared. 

While smaller finance houses are hurt 1 
by orders restricting automobile sales, THE WILL TO OUTDO! 
the larger firms, two thirds of whose 
business is automobile financing, are al- 
ready moving to adjust their operations 
to new fields such as repairs and equip- | 
ment. 

ee ere — ' rT ” . 

As yet the finance houses have not had TOPHET” the Nickel-Chrome 
to change their policies in regard to 
household appliances, one executive told relale| 
Electrical Merchandising. The large 
inventories held by dealers and the dis- 
“overy that the salesman, if he tries, cz 
ptiigy ie tine ——— ss he tries, can Hhit-laulelael'] >) (-ma Ola 1@) | RADIO ALLOYS and FILAMENTS 
get 20 percent down, is keeping volume 


of appliance sales rocking along normally. 


and the best equipment 


CUPRON" (Copper-Nickel) “STAINLESS STEEL" 



























































MONEL ‘““BERALOY 25'' (Beryllium Copper) 
J ; and SPECIAL ALLOYS 
Pacific Coast Market Well ee pom: 
n wire, ribbon, and strip both hot and cold rolled 
Attended 
| SAN FRANCISCO — Spring Market 
; | Week which closed January 31 in San SEND FOR OUR 108 PAGE CATALOG 
: | Francisco brought out an attendance 
— | only slightly under that of the record 
made last fall, with particularly heavy . 
buyer registrations from the Pacific 
Northwest and the Intermountain states. WILBUR B DRIVER CO 
as Buying was generally good, limited only a) - i 
aio Make your store a headquar- by the availability of stocks. The radio NEWARK, NEW JERSEY 
° and major appliance industry was, of 
— ters for fluorescent starters. course, the group most strongly affected — — 
' ‘ by the war. Furniture and housewares 
Moreand more fluorescent light- | representatives report an increased inter- » 
ing is being installed. Starters est on the part of the appliance group in oo air 
i diversified buying. Reports indicate that L 
must be replaced occasionally. prospects for the wood furniture industry et 
: . . are good. The giftware and housewares 
So stock G-E starters. Their fields have mans themselves adaptable 
performance will please your K y S | BUSY 
customers. They were designed ee e our alesmen 
by Mazpa lamp engineers and K ‘cee your salesmen busy selling 
‘ . . _ Denies Coolair! Keep them busy in this 
have correct operating character- live and growing field contacting 
istics. G-E starters listed follow: superintendents, engineers and managers 
al of manufacturing plants and supply units 
— in war production. Keep them busy sell- 
a Lamps Starters Contacts ing civil necessity prospects such _as 
6 in., 4 watts _ hospitals, laundries, restaurants, bakeries, 
9 in., 6 watts FS-5 2 recreation halls and hotels. 
12 in., 8 watts —— | Take up the slack caused by delayed de- 
18 in. T-8, 15 watts pc > 2 | liveries and restricted items which are 
B4 io. F-12, 20 wanes — cutting down your sales — as many other Gousat pergess tape. Wats oS 
36 in. T-8, 30 watts [nc 4 2 wide-awake dealers from coast to coast ation im hecpicale, homes ond offces 
48 in. T-12, 40 watts _ “compel Rie Sunnie et te and heavier units with leveer 
48 in. T-1 3 40 watts FS-4NA 2 | | are doing y ta car & a an ge motors for industrial applic ation 
48 in. T-12, 40 wattsFS-44** 4 countless opportunities for sales of Cool- 
36 in. T-17, 65 watts FS-74 me a air Exhaust ; Fans for defense housing q 
60 in. T-17, 100 watts FS-64— | and commercial and industrial application. 
60 in. T-17,100 wattsFS-6* 4 2 Clip the coupon below and mail it right 
| now. We'll send you the new Coolair In- 
*For replacement in 2-contact | | dustrial Bulletin at once. It shows Coolair 
starter sockets. Fans at work —in some of the hundreds 
**For low temperature starting. Must of installations in war production plants, 
have separate starter socket | offices and defense housing projects, and 
) 95X180. graphically illustrates the great and grow- 
ing opportunity this EE L 
For further information see the | field holds for you! Window Fan—Easily mounted 
n any standard window. For defense 
nearest G-E Merchandise Distributor : a and all smaller type 
or write to Section D-2283, Appli- | Mail Coupon Today!= _——<—"— — => 
' . . i i wa rincipa 
fIvE ee = ee viet ie a tats tae, } manag Please rush me the new Coolair Bulletin and dealer- 
h 2 5 General Electric Co., Bridgeport, ship information. 
toure Conn. to alternate materials. Fabric lines seem oo 
make to be available in quantity. The radio and oolair . on 
ee appliance field offered sound ——— 1 City State 
stern -N (Gs. ing programs along with reduced lines, 7 
Ar GENERAL ; ELECTRIC aleed to insure the future of estab a Ole] Ni ide) ite) y sile),| 
ndis- | lished institutions and products. 1 Manufacturers . . . . JACKSONVILLE, FLORIDA 
Ill { 
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LETTERS 








Got Help from "What Makes People Buy" 


To the Editor 


Your February, 1942 Issue carried 


an article entitled “What Makes 
People Buy.” This particular article 
was oO! great interest to our organiza- 


tion. It presented with unusual clarity 
the situation from the standpoint of 
It further presented that 

such a manner that the 
salesmen cannot avoid profiting by the 
factual data enclosed 

You may be interested to know that 
while ours is a relatively small organ- 


the buyer 
standpoint 


ization, we are intensely interested in 
improving ourselves continually. We 
conduct an employees school every 
Monday and Thursday night in which 
problems in store management, sales, 
etc., are discussed and solved. This 
training is voluntary and started as an 
aitermath ot a recent Dale Carnegie 
School held in Tulsa 

Although the refrigeration situation 
at present is acute, and the possibilities 
are that we will have few, if any more, 
to sell the remainder of this year, these 
principles and research data presented 
in “What Makes People Buy” are so 
applicable not only to the electrical 
retrigeration field but also to all other 














fields of selling that we have decided 
to devote several nights of our school 
to it. 

We also feel that this training will 
stand us in good stead in selling re- 
frigeration when, as and if we can get 
some more. 

Such articles provide a new mental 
outlook and act as a mental shot in the 
arm for those of us who make our liv- 
ing by selling. This article, as are 
most of the articles in your splendid 
publication, is stimulating, instructive, 
and profitable. Our organization 
wishes to express their thanks to you 
for this and other splendid articles in 
times past. We feel that you are 
definitely playing your part in helping 
the dealer solve many of his electrical 
appliance problems. 

We are primarily dealers in furni- 
ture, but we are proud of our Electric 
Appliance department. We are the 
exclusive Frigidaire dealer in Sapulpa, 
handling both their ranges and their 
refrigeration. 

Thanks so much, 
W. J. DINsMorRE 
Davis-Rule Furniture Co., 
Sapulpa, Oklahoma 





REMEMBER WHEN 
THIS WAS ONLY 
A MILLION OOLLAR 
eusiness ? 








REMEMBER 





PAGE 56 





WHEN THIS WAS 
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10 Silver Months By James H. McGraw Jr 
Merchandising in Wartime By L. £. Moffatt 


War and the Appliance Dealer By Laurence Wray... 


Some of the things wide-awake dealers are planning to maintain 
their business during the emergency. 


Kitchen Modernization 


More on new lines the dealer can sell to help diversify his business. 


Bread and Butter from the Repair Department 
By Tom F. Blackburn 


Here's some straight dope on time and cost studies for the all- 
important service department, as told by the head of Westinghouse 
service. 


Time Study Estimates to Aid in Figuring Major 
Appliance Repair Prices 


The Horsepower of Women 


Mrs. Venard of St. Louis who runs an exclusive ironer shop found 
women receptive to sales arguments that concerned their health. 


A David Harum Tells How to Call On Farm Trade 


Earl Vance of Vance-Maytag Co., Princeton, Ill., tells how he gets 
along with farm trade. 


Bucking the Bear Stories on Radio . 


Records, recordings, full list prices and service will help offset war- 


time sacrifices. 


Wisconsin Utility Learns 
"Guinea Pig Stores” 


One utility company which made sure they were competing fairly 
with dealers by operating their stores on the same basis. 


Dealer Trouble with 


Ideas 
New Products By Anna A. Noone 


News, New Positions 





ANNA A. NOONE, Home Appliance Editor 
MARGUERITE COOK, Market Analyst 
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